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Rough Proofs 


The sports pages have been se- 
lected as the right spot for the ad- 
vertisements of Col. Jake Ruppert’s 
brew. He wouldn’t seem natural 
anywhere else. 
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The only thing that will make Col. 
Jake feel a bit strange is the idea 
that he ought to pay real money for 
space in the sports columns of the 
daily newspapers. 
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The Camel cigarette agency wrote 
the ads celebrating the Giants’ vic- 
tory in the world series in advance 
of the games, and didn’t even hedge 
by writing about Washington too. 
Dyed-in-the-wool rooters like that 
grow only in New York. 
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“Blondy” Ryan’s slogan, “They 
can’t beat us!” which evidently con- 
vinced Mr. Esty and Co., ought to 
be worth money to some advertiser 
—and so far Blondy hasn’t copy- 
righted it. 

vvy 


Palmolive’s poster, “Now I’m 
school-girl complexion all over,’ has 
been declared the best outdoor ad 
of the year. That’s one kind of nude 
art even the women’s clubs won't 
object to. 

vvey 


The victory of Palmolive’s  un- 
dressed baby proves the contention 
advanced by Rough Proofs some 
time ago, that beauty in the nude 
can be made entirely innocuous if 
only the subject is young enough. 
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You remember that Buick dog that 
was chased by the Silver Flash rab- 
bit a few months ago? Well, he must 
have got away, because he won a 
prize at the outdoor art exhibit the 
other day. 
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Stuart Peabody says a lot of con- 
ventions are held in hotel bedrooms 
for the benefit of Room Service. And 
few of them could be held success- 
fully without it. 
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The A. B. C. convention in Chi- 
cago provides the only place where 
a publisher can talk back to an ad- 
vertiser and get away with it. 
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And, of course, no publisher wants 
to indulge in the luxury of talking 
back to an advertiser more than once 
a year. The explanation: he can’t 
afford it. 
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According to the _ broadcasters, 
television is just around the corner. 
For those who happen to be near- 
sighted, it may be even closer than 
that. 
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German newspapers have been 
under Nazi control for some time, 
and now advertisers too will have 
to be licensed. Just incidentally, of 
course, the Nazis collect a fee every 
time they issue a license. 
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The A. N. A. will have its annual 
Meeting in Washington next month. 
Couldn’t they persuade Dr. Rexford 
G. Tugwell to come and look over 
those dreadful advertisers and see 
just what tough eggs they are? 
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If invited to attend, Dr. Tugwell 
Would probably reply, “Who's afraid 
of the big bad wolf?” 


Copy Cur. 


STEELE TELLS 
STRATEGY BACK 
OF RED CROWN 


Likes Good Position, Clear 
Halftones | 


———- 


Chicago, Oct. 19.—The newspaper 
delivers a potential market in good 
condition and the advertiser who 
studies it intelligently and acts ac- 
cordingly can profit.” 

This is the philosophy of A. N. 
Steele, advertising manager of the 
Standard Oil Company of Indiana, 
who was the speaker at today’s 
luncheon of the Newspaper Advertis- 
ing Executives Association at the 
Stevens Hotel. 

Alvin R. Magee, Louisville Courier- 
Journal and Times, president of the 
association, introduced Mr. Steele as 
the man who spends $2,000,000 a 
year in newspapers. 

Mr. Steele disclaimed any inten- 
tion of trying to out-advertise com- 
petitors, however. On the contrary, 
all Standard Oil advertising is built 
to a carefully tested plan. The com- 
pany interviewed half a million con- 
sumers before it launched advertis- 
ing on any considerable scale, he 
said. 

“Advertising competes with the 
editorial content of newspapers,” he 
said. “Hence it must be agsinterest- 
ing, as compelling and as newsy as 
any of these features.” 


Basis for Current Campaign 


This conception provided the basis 
for the current Standard Oil cam- 
paign featuring champions. In each, 
the company endeavored to tie up 
with subjects which were receiving 
attention in the news columns be- 
cause of their timely interest. 

Thus Bill Terry of the Giants; Bill 
Tilden, tennis ace, and other figures 
who were being featured in the news 
columns appeared in Standard Oil 
copy at the same time, helping the 
company convince the man who rides 
and reads that Standard Red Crown 
Superfuel is a champion in its own 
right and has good reason to asso- 
ciate with those named in its adver- 
tising. 

Mr. Steele revealed that several ad- 
vertisements in the champion series 
were killed because they failed to 
click in the minds of consumers on 
whom they were tested. 

The company is now publishing a 
comic newspaper, intended primarily 
for rural distribution, he said. Tests 
indicated that the artists on whom 
the company intended to draw for 
this comic newspaper were not quite 
good enough, and the company went 
out and bought the best technique 
available. 

The Soglow series now running, 
featuring the adventures of the king 
who is so well known to readers of 
The New Yorker might have been 
only partly as effective as it is prov- 
ing. The company intended to make 
pure cartoons of them, but discov- 
ered that something was lacking. 
The “something” proved to be a head 
or caption similar to that affected 
by newspapers. This caption serves 
the purpose of giving continuity to 
the series, so that the peak of inter- 
est is reached much faster than 
would otherwise have been possible, 
Mr. Steele said. 

The Standard Oil Company’s sched- 


(Continued on Page 19) 


Suggested A. B. C. Rules 
Changes Fail of Approval 


1,100 Attend 20th Annual 
Conference; Officers 
Are Re-Elected 


Chicago, Oct. 21.—The twentieth 
annual convention of the Audit Bu- 
reau of Circulations, which closed 
here today, was one of the largest 
and most enthusiastic in the history 
of the organization. Nearly 1,100 
registered for the sessions. 

Although many suggestions for 
changes in rules were discussed, 
comparatively few were authorized. 
The chief feature of the meeting 
was the development of sentiment in 
favor of greater efforts to sell the 
A. B. C. to advertisers and agencies, 
with a promotional campaign as one 
of the possibilities. 

P. L. Thomson, Western Electric 
Company, New York, was re-elected 
president by the board of directors 
following adjournment today. Also 
re-elected were F. R. Davis, General 
Electric Company, Schenectady, N. 
Y., vice-president; S. R. Latshaw, 
Butterick Publishing Company, 
New York, second vice-president; 
Ralph Starr Butler, General Foods 
Corporation, New York, third vice- 
president; T. F. Driscoll, Armour & 
Co., Chicago, secretary; and E. R. 
Shaw, Power Plant Engineering, 
Chicago, treasurer. 


Directors Elected 


The election of directors followed 
the recommendations of the divi- 
sional groups. Ben C. Duffy, Batten, 
Barton, Durstine & Osborn, Ince., 
New York, was elected a director 
for two years, representing the 
agency group, to succeed the late 
Frank J. Hermes, of the Blackman 
Company. D. P. Brother, Campbell- 
Ewald Company, Detroit, was chosen 


GIVES A. N. A. VIEWS 


Stuart Peabody 


a director for one year. Members 
of the agency divisional committee 
are E. H. Cummings, William Esty 
& Co., New York; L. T. Bush, the 
Blackman Company, New York; and 
E. Ross Gamble, Erwin, Wasey & 
Co., Chicago. 

Fred Bohen, Successful Farming, 
Des Moines, was elected a director 
for two years representing the farm 
paper division, succeeding W. C. 
Allen, Dakota Farmer, Aberdeen, 
S. D. Members of the farm paper 
divisional committee, chosen for one 
year, are P. E. Ward, Farm Journal, 
Philadelphia; P. D. Mitchell, Farm- 
er’s Advocate and Home Magazine, 
London, Ont.; W. G. Campbell, In- 
diana Farmers’ Guide, Huntington, 
Ind.; Dante M. Pierce, Wisconsin 
Agriculturist € Farmer, Racine, Wis.; 
and Benjamin Allen, Country Gentle- 
man, Philadelphia. 

(Continued on Page 25) 


Last Minute News Flashes 


Agency Groups Compose Code Differences 

Chicago, Oct. 20.—Following on all-day conference between represen- 
tatives of American Association of Advertising Agencies and the Chicago 
agency group which has opposed the code submitted to the NRA by the 
Four A’s, John Benson, president of the latter organization, announced 
today that an agreement has been reached on the code as revised. 

It was also agreed to change the administrative provisions of the 
code so that smaller agencies outside of the Four A’s will be given three 


of the thirteen representatives. 


Publishers Oppose Price-Fixing for Paper 
Washington, D. C., Oct. 20.—The National Publishers’ Association has 
filed a protest with the National Recovery Administration against the 
price-fixing provisions of the code submitted for the paper industry. The 
code has not yet been adopted. The consumers’ advisory council has also 
been asked to oppose this feature of the paper code. 


300,000 See Advertising Exhibit at World’s Fair 


Chicago, Oct. 20.—More than 300,000 persons have seen and heard the 
talking motion picture depicting the benefits of advertising at A Century 
of Progress, Phil Thomson, president, Audit Bureau of Circulations, told 
the final session of the bureau this morning. 

The picture will continue to be shown until Nov. 12, the fair’s closing 


date. 


Drug Institute Studies Liquor Handling 
New York, Oct. 20.—Wheeler Sammons, managing director, Drug In- 
stitute of America, announced today the appointment of a special com- 
mittee to make a survey of the most effective method of handling bottled 
liquor after repeal, from the standpoint of wholesale and retail druggists. 
George M. Gales, president, Louis K. Liggett Company, is chairman of 
the committee, which includes retail and wholesale druggists and a liquor 


dealer. 


PEABODY URGES 
COOPERATION TO 
SOLVE PROBLEMS 


Outlines Practices Which 
Irk Advertisers 


Chicago, Oct. 19.—An earnest plea 
for greater cooperation between all 
divisions of the advertising field in 
an effort to solve mutual problems, 
was voiced at the opening general 
session of the Audit Bureau of Cir- 
culations today by Stuart Peabody, 
The Borden Company, New York, 
and president of Association of Na- 
tional Advertisers. 

“The Association of National Ad- 
vertisers stands, and has stood for 
a long time,” he said, “for every sin- 
cere effort to establish advertising 
on a sounder basis. We welcome 
the opportunity to cooperate with 
any group toward that end. And 
our idea of cooperation is not taking 
advantage of our position as buy- 
ers to gain our ends at the other fel- 
low’s expense, for if we don’t make 
money, the seller doesn’t make any; 
and if he doesn’t make a fair, honest 
profit over the long run, we are the 
sufferers. 

“Therefore, our plea to you as to 
all advertising interests is for more 
enlightening cooperation and less 
of conflict and misunderstanding 
among groups which are mutually 
dependent.” 


Increased Use of Testing 


Pointing out that “the day of tak- 
ing advertising on faith—and taking 
it to the tune of million dollar doses” 
is gone, Mr. Peabody nevertheless 
declared that “when the progress of 
the recovery plan indicates a rea- 
sonable chance of profitable sales 
volume, appropriations will be re- 
stored and expanded and advertis- 
ing volume in general will pick up 
gradually.” 

“One thing advertisers are learn- 
ing under the stern discipline of 
mother necessity, is to make a 
shrunken and comparatively small 
advertising appropriation go a long 
way,” he continued. 

“Result? A more effective use of 
small space or of fewer insertions in 
large space. An imperative need to 
judge by results—results from the 
use of small space as compared with 
large, this appeal as compared with 
that, and this medium as compared 
with that. As evidence of this, J 
might say that never in the history 
of the A. N. A. has there been such 
a keen interest in the subject of 
copy testing. And I’m pleased to 
say that our association is tackling 
this problem, just as it has tackled 
and helped to solve other problems 
which have baffled advertisers. 


Business Is Concerned 


“All of this activity is beneficial 
to advertising, because nothing 
which is unsound can long prevail. 

“That same necessity for making 
one dollar do the work of two—or 
four or more—has created a growing 
dissatisfaction with any restraints 
which the advertising structure im- 
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ADVERTISING AGE 


October 21, 1933 


poses on the advertiser to exercise 
his ethical, if not legal, rights as a 
buyer. 

“Advertisers want to examine the 
present system of agency compensa- 
tion in the light of requirements of 
today—not yesterday; to see just 
where the machinery of the agency- 
publisher-advertiser relationship is 
creaking, and find out what parts 
need to be repaired or replaced. 
Therefore, on their behalf, the A. 
N. A. is tackling this problem, and 
is right now taking the first step to 
get the facts, ali the facts. 

“For the first time in the history 
of advertising, the advertiser—and 
by that I mean Big Business as well 
as the smaller fellow—is making a 
serious and determined effort to find 
out what advertising is all about. 
And I predict that under the search- 
ing examination by treasurers, top 
executives, and boards of directors, 
some of the sacred cows of the ad- 
vertising business are just naturally 
going to shrivel up and die from an 
over-dose of white light. 

“Perhaps I can quickly give you a 
more concrete picture of the pres- 
ent state of mind of the advertiser 
by parading across your minds some 
of the questions that have been very 
much in our minds recently. 

“Why is it that circulation curves 
of general magazines show a pat- 
tern over recent years that is con- 


trary in general trend to that of 
every other business? By what pe- 
culiar set of circumstances do they 
appear to be immune to the laws of 
economic gravitation which affect 
all other commodities? By what 
means and at what expense to the 
advertiser, have the sales of publi- 
cation subscriptions been held ap- 
proximately at the 1929 level, while 
the sales of other products, includ- 
ing the newsstand sales of the pub- 
lications themselves, have fallen off 
materially? 


Pointed Questions 


“Why can’t magazine publishers 
make a real effort to find out what 
difference in value to the advertiser 
there may be between the various 
kinds of circulations secured by the 
various channels of distribution? 
Can we believe that all methods pro- 
duce circulations of equal value? 
And can we believe that the tenth 
or fifteenth or twentieth hundred 
thousand circulation put on is as 
good as the first hundred thousand? 
If not, aren’t we justified in demand- 
ing that circulations be allowed to 
remain at the normal levels possible 
of attainment by reasonable and eco- 
nomical promotional methods? 


“Why is it that there is no real 
effort on the part of certain news- 
paper publishers who seek more and 
more patronage from national ad- 


vertisers to correct practices obvi- 
ously against their interests, such 
as certain types of enforced com- 
binations; discriminatory national 
rates which exceed the bounds of all 
logic in comparison with local rates; 
the piling on of circulations entirely 
outside of normal ranges, by geo- 
graphical as well as time bound- 
aries? 
Some More Questions 


“Why do business papers resist 
the advertiser's efforts to secure 
data which is so essential to the 
proper evaluation of circulation, viz., 
vocational breakdown of circula- 
tion? 


“Why did advertising and publish- 
ing groups overlook the opportunity 
provided by the NRA to come to- 
gether and provide fair trade prac- 
tice provisions in their codes and 
thus clean up some of the wasteful, 
extravagant practices which, by the 
testimony of a publisher himself, 
cried aloud for correction? 

“Why isn’t it reasonable to sup- 
pose that these very practices have 
made the cost of space in magazines 
and newspapers prohibitive to many 
smaller advertisers and greatly re- 
stricted the use of space by larger 
advertisers? 

“And finally, why are publishers 
resigning or threatening to resign in 
wholesale numbers from the A. B. C. 


RETURNED TO OFFICE 


P. L. Thomson, Western Electric 
Company, who was again elected 
president of the A. B. C. this 


at a time when advertisers are more 


When People Have Problems 


& Nothing paves the way for a sale 
quicker than a direct need for the 
product upon the part of the prospect. 
For when a person especially needs a cer- 
tain item, he is usually in the buying frame 
of mind. Any salesman will tell you that 
there are no better prospects than those in 
that state. They are the easiest to sell. 


Now, needs usually arise from problems 
—family or personal. When people have 
problems, they have needs to be satisfied 
in order to solve their particular problem. 
For instance, child care, health, the right 
preparation of food, feminine hygiene and 
countless similiar problems of daily life. 
The solution of such problems is of prim- 
ary importance. The cost of doing so is 
secondary because, in many cases, the so- 
cial or business success of the persons 
involved rests upon the solution of the 
personal problem at hand. 


Today, Physical Culture is known na- 
tionally as The Personal Problem Maga- 
zine. That more and more people every 
month are accepting it as such is pertinent- 
ly evidenced by the continued increase in 


its newsstand sales. 


In other words, more than a quarter of 
a million families regularly every month 
are turning to Physical Culture Magazine 
to secure advice in solving their own par- 
ticular problems. More than a quarter of 
a million families—regular family folks 


AN ADVERTISEMENT FOR PHYSICAL CULTURE, 


with ample money to spend and with many, 
many needs to be satisfied. More than a 
quarter of a million families in a buying 
frame of mind! 


If you are a smart ad man looking for 
the “right ad-atmosphere” for your prod- 
uct’s sales message, Physical Culture 
should be among your first selections. 
That is provided yours is a product which 
more than a quarter of a million of typical, 
substantial families can and do use aplenty. 
Food, toothpaste, cosmetics, antiseptics 
and a hundred and one other personal and 
household articles. With such a respon- 
sive audience as Physical Culture Maga- 
zine offers, your advertisement is practi- 
cally guaranteed the right atmosphere for 
selling a real bill of goods. 


THE PERSONAL PROBLEM MAGAZINE 


week. 


interested than ever before in the 
data which that splendid organiza- 
tion provides; and at a time when 
other types of media not represented 
in the A. B. C. are successfully 
working out plans with the coopera- 
tion of the A. N. A. to establish ma- 
chinery modeled after the A. B. C. 
which will provide advertisers with 
even more data about their circula- 
tions than that provided by the 
A. B. C. for its members?” 

“I bring up these questions here 
with no other interest than to be 
helpful at a time when we all are 
sorely in need of help,” Mr. Peabody 
explained. “We are earnestly seek- 
ing to get the right answers to these 
and other questions, and frankly, it 
seems to us that too often i the 
past we have encountered more re- 
sistance than cooperation. This is 
somewhat in contrast to our experi- 
ence with certain other groups in 
advertising, where a willingness on 
both sides to face facts, and efforts 
to solve problems of mutual concern 
through constructive group action, 
have been richly rewarded.” 


Ask Goodyear 
To Explain Its 
Sears Contract 


Washington, D. C., Oct. 19.—The 
Federal Trade Commission has _ is- 
sued a complaint against the Good- 
year Tire & Rubber Company, charg- 
ing price discriminations in viola- 
tion of the Clayton act in its sale 
of tires to Sears, Roebuck & Co., 
Chicago mail order and chain store 
house. 

P. W. Litchfield, president of 
Goodyear, asserted that three of the 
four largest tire manufacturers pro- 
duce special brands for large dis- 
tributors, and that Goodyear merely 
followed the trend. He denied that 
his company had violated any law. 

The complaint said in part: 

“On May 1, 1926, the Goodyear 
Company entered into a _ contract 
with Sears, Roebuck & Co. whereby 
the latter agreed to buy and Good- 
year to sell a minimum quantity of 
rubber tires and inner tubes over a 
fixed period of time in return for a 
special price. 

“Said products are sold by Sears, 
Roebuck & Co. to consumers under 
its own brand names or _ trade- 
marks.” 


B. B. D. O. Opens New 
Office in Detroit 


A Detroit office has been opened 
by Batten, Barton, Durstine & Os- 
born in the General Motors Bldg. J. 
Davis Danforth, formerly in the New 
York office, has been named man- 
ager. Alan Lehman and William 
Townsend, from the New York of- 
fice, and William Purcell, from the 
Chicago office, are other members of 
the staff. 

The office will handle the Oldsmo- 
bile account, placing of which with 
B. B. D. & O. was reported exclu- 
sively in the Oct. 7 issue of ApveEr- 


TISING AGF. 


W.M. Richardson,| 
New York Agency 
Head, Dies at 5( 


New York, Oct. 19.—William yy 
Richardson, one of the senior part. 
ners of Richardson, Alley & Richards 
Company, died Oct. 13 at his home jy 
Greenwich after an illness of several 
months. He was 50 years old. 

Mr. Richardson entered advertis. 
ing on graduating from Princeton 
with the class of 1905, and was ag 
sociated at different times with the 
Crowell Publishing Company, N. YW. 
Ayer & Son, Inc., and the Curtis 
Publishing Company. 

In 1916 he formed Barrows ¢@ 
Richardson in Philadelphia, and was 
actively associated with that agency 
and its successors until his death. 

Mr. Richardson declined many in. 
vitations to make public appearances, 
preferring to remain in the back. 
ground and let the work of the 
agency speak for him and his asso 
ciates. 

Active in A. A. A. A. 


The American Association of Ad. 
vertising Agencies was the only or 
ganization in which he was active. 
He was an influential member of the 
association throughout his agency 
career, serving as chairman of the 
Philadelphia Council before the main 
office of his agency was moved here, 
and holding several important com- 
mittee posts. 

Other agency men looked upon 
him as an example of the well 
rounded agency executive,  thor- 
oughly conversant with all phases of 
advertising and merchandising prac- 
tices. He was particularly talented 
as an organizer, knowing how to pick 
capable men and build them into a 
smoothly-running, efficient organiza- 
tion. 

A bit of his philosophy by which 
men trained in his organization set 
store is that there are no tricks in 
advertising, no substitutes for care 
ful thinking and thorough, long-term 
planning. He was one of the first 
agency men to exhaustively exploit 
the merchandising of advertising 
and to utilize other collateral uses 
of advertising, a fact which gave his 
work the appearance of having a 
specialized character until evolution 
defined these practices as progres- 
siveness. 


Aided Alma Mater 


An interest in educational work, 
manifested chiefly by assisting ac 
tivities of his alma mater, was Mr. 
Richardson’s hobby apart from his 
business. He was vice-president of 
his class at Princeton and president 
of the board of trustees of the Can: 
non Club. He was also a trustee of 
the Greenwich County Day School, 
and a valuable worker for the instt- 
tution. 

He is survived by his father, Judge 
John E. Richardson of the Circuit 
Court. of Tennessee, his widow, for- 
merly Evelyn Rouse of Baltimore, 
and two sons, William R. and John. 
The eldest son is an undergraduate 
at Princeton. 


Frosted Foods Names 


Brownlee as President 


James F. Brownlee has_ been 
elected president of Frosted Foods ¢ 
Company, Inc., General Foods Cor- 
poration subsidiary. He continues 
as General Foods vice-president and 
president of General Foods Sales 
Company. 

William H. Raye, formerly presi- 
dent of Frosted Foods, was made 
chairman of the board, remaining 
also as head of the two General 
Foods subsidiaries, General Seafoods 
Corporation and Bluepoints Com: 
pany, Inc. 

Clarence Francis, General Foods 
executive vice-president, has been 
granted a leave till Dec. 1 to act as 
advisor to the food industries on the 
NRA staff at Washington during 
presentation of food codes. 


Knudsen Advanced 


W. S. Knudsen, vice-president of 
General Motors Corporation, has 
been made executive vice-president 
with general supervision over all car 
and body manufacturing operations 
in the United States and Canada. He 
is now the chief executive officer of 
the corporation in Detroit. 


October 
—_————— 


— 


MC 


j ee = i Fi , o ‘ 4 ee = ae AS: aon eeny i . 1 Std pe eas = * z Erb dt Bas: te oe a. 
ats ‘ ee ee ee ee re ee —_ a = —————— a 
Cys i 
| = Ms | 
=e * fe 
| oe) a \ a . 
Sq | ie . 4 _ é: 
ae 1} oy ll ‘ js 
a ies 1] ie 
ay | | . i f° 3 i t LS, 
| 5 ps ae . a jj 
aos a | ie *. sit ee r 
cae Bee lle a * 
ered a Ue ae | 
spre: . | on Nace he oF | 
- 1 | Rais vee Senet ame | 
jas BS keh ge 
. | ie A ay aa ae 
ee genre ek We ashe 
oe a : | 
es 
a | 
oe } ' 
Pac serie 
ay es 
mee 
Eels 
Usb eals 
i 
ie | 
eee 
ny isa 
Coed | a 
2 sees eee... Ne 
le —OOEEOE_SESEEEE_—————————— —————————— ———————— SS ee 
Soh a ae 
cee tg aA 
a: + 
aes 
eee 
eae | 
is 
Ka: 
Petite 
| 
- 
: ———— 
ee 
coe gaia | 
| 
Cpa coeciiiasi 
ee os le 
eee 
Se 
eee 
eae Re 
oe! 3 tae 
Nees tees 
- | ee _ 
tet 
kts ‘ 
or 
es | ae 
ee eG . : : eae 
estat ais Z . ‘ 3% ‘ 5 i 3 ; i x és <a4 Sic EERE so 8 ea MR a OR Re Ne Pear Bae: Pacieaee nn Mee thoy agai zene erg esky : eeneas ie Epi Ss Saat s 
me ee FO Ch = i ee eer re Pak CREE ap aa ieee iv eae nea s 2 B A hl Soe Seen le Serie eaves Fer ipeast Metine AE al Wig ore Mea. <M Mies easy eee ieee ae Sy Sec eae eg 
Sina ea ae ih ge eee earn Mae ete J ee ere os nee eth e e a  , sa a 2 x ab ; es Pe ae etn Cana 5 : eNiih -p Sere eye aes =m By : 5s ane eee EI Sc Bien eas tage Mey th es ei 
Be ates. <2 eee Boat sie fat Nig tar De oe Geer Pe il. Fy SR EE I 0 ge e Re EE PRCA Ke Nene geen, MO i diner i MUS oor eh" wel RE Set re ahs Op eee y arn on eGR MEE Serve oS Reg calf Meas odie meee Nae Koes Maeno yaa Nae ace 
‘ ae ot _ i oe Le ar ae pe eng oes a B's a OCs. eee SEE Sra a ee are ec tc valli Daal S > nee ain erin cain eae gee ea ae RR foo) Sos pak ck ei emer TBO shes Fe) Ee a hii one ick che ian eta ies Ware pee Sy Sr PUR ts RE a. i oo eel i Ala 
. Be ee he ogee hat ae Sci Porat Gi ote aA Nema ge ogo Er te Baek mane ean ta oo 0 SP tne cegr beelat ime Rees We; <a iat VM eee ee ts es GN ee Rata ae tee ee ened pape pee ens Mer aes ey i ea 
bars rr ee Teoh, bo le Se pear ey, ie Pee Fi a! gone pS ery ee + eee ao Ads antes a hl eace Sian ee oN > Seger Oe eer Pe ta ee Pens ee re eae) Bikes Bt eK ure ay ere a ad aie WA ee aa ree a iiss 


933} October 21, 1933 ADVERTISING AGE 3 


| -  Soft-pedal, old girl... 
jcanned Applesauce is OKAY 


first 
cploit 
‘ising 

uses 
e his 
ng a 
ution 
eres: 


at a @ Young mother’s been reading up 


‘nol, a bit on canned goods. : . - True Story Reaches 


Young Mothers...Report 
| Research Authorities 
mee vitamins preserved. Health giving, time saving. 7am Out of every 100 True Story women, 


78 are mothers, average age only 33. 
Source: “Analysis of the Circulation 
of True Story,” Association 


of National Advertisers. 
lent tisers’ choicest prospects—they read advertising, 5" True Story reaches more young women 


than other magazines. True Story 
. R reaches housewives at less cost. 

Cor they try the advertised product. Heavy consump- i Seunan: Sean Mite Wiebe 
- and ea Reports. 


tion, too, for young mothers buy for growing | | True Story families have more young 
children. 32% of True Story families 


radge Cooked and sealed under pressure; all the 


Open-minded, these young mothers are adver- 


have children under five years of age. 


families and expanding homes. Seunen: ‘Feld Cossnmer Cones. 
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Why All Advertisers Are Interested 
In the Tugwell Bill 


While the so-called Tugwell amend- 
ments to the foods and drugs act, 
which will be considered at the next 
session of congress, apparently af- 
fect only advertisers in the drug, 
cosmetics and food industries, adver- 
tisers in all lines should be con- 
cerned at the disposition of the gov- 
ernment to extend to advertising a 
type of rigorous control which may 
easily prove fatal. 

Success in the enactment of the 
Tugwell bills will assuredly be fol- 
lowed by legislation covering all 
ciasses of advertising, and adhering 
closely to the general tenor of the 
changes to which exception is now 
being taken by the advertisers most 
directly affected. Hence the first 
stand in opposition to unreasonable 
regulation should be taken now, if 
the entire industry is to escape the 
application of laws which will cripple 
the use of advertising by legigimate 
advertisers. 

Commentators on the new securi- 
ties law, which regulates the adver- 
tising and marketing of all classes 
of investments, have expressed the 
opinion that it is a punitive measure, 
intended to punish those responsible 
for large losses by the public, and 
including those who acted in good 
faith along with all the others. 
While many authorities agree that 
some regulation of the securities 
business and the promotional efforts 
which it employs was badly needed, 
they point out that the rigorous 
terms of the law, apparently in- 
tended to penalize a whole group, 


have made it practically impossible 
for any to operate under it. 

It seems likely that the Tugwell 
legislation was devised by individ- 
uals who are not sympathetic to ad- 
vertising as a great social and eco- 
nomic force, and are not interested 
in maintaining full opportunity for 
its employment in the distribution 
of goods. Assuming that opponents 
of advertising had a hand in drafting 
the measure, it is easy to understand 
why it was drawn as it was, and why 
Dr. Tugwell is so cheerful in the 
face of his recently expressed belief 
that the law will put a great many 
advertisers out of business. 

Conceding that some advertising is 
exaggerated and misleading, and that 
excessive claims have been made by 
many advertisers in the cosmetics, 
drugs and food manufacturing lines, 
the fact remains that most advertis- 
ing in these classifications is sound 
and beyond criticism. There is no use 
setting fire to the house in order to 
get rid of 2 few rodents; and the 
way to eliminate the faults in ad- 
vertising is by reasonable and not 
punitive legislation which will injure 
all advertisers. 

Sentiment against the Tugwell 
measures is strong in the industries 
directly affected, with few important 
exceptions; but most advertisers 
have not yet become sufficiently in- 
terested to make this fight their own. 
ADVERTISING AGE calls their attention 
to the fact that if the food and drug 
industries lose this battle, the next 
one will involve advertisers in all 
classifications. 


Renewed Interest in Copy- Testing 


A. B. C. week in Chicago is de- 
voted largely to a study of mediums 
and an examination of current 
faults in circulation methods in all 
publishing fields. It was interesting, 
therefore, to note among advertisers 
and agencies attending the conven- 
tions this week a disposition to em- 
phasize the part which advertisers 
themselves control in developing 
more economical and successful ad- 
vertising, namely, the copy which 
they publish in expensive space for 
the information of millions. 

Hard times have compelled adver- 
tisers to take a deeper interest in 
getting at least 100 cents of value 
for every dollar expended, and they 
have not failed to advise owners of 
mediums how they can increase the 
measure of service which they ren- 
der. It is entirely logical, therefore, 
that advertisers should turn the 
light into the field which they and 
their agents control, the preparation 
of copy. 


Poor copy may not represent the 
greatest of all advertising wastes, 
and yet it ranks close to the top. 
Poor copy is poor by comparison 
with the best which could be pro- 
duced, and sometimes it is difficult 
to tell which is which. Theoretical 
psychological tests are seldom accu- 
rate enough to be reliable, and actual 
testing of copy by empirical methods 
seems to furnish the only answer 
which is worth much from a prac- 
tical standpoint. 

More copy is being tested today 
than ever before. During the past 
year ADVERTISING AGE has published 
numerous news stories telling of suc- 
cesses won as the result of exhaus- 
tive copy tests, and the success of 
this work justifies the development 
of large-scale investigation and study 
by such organizations as the A. N. A. 
for the purpose of developing, if pos- 
sible, a workable formula that may 
be applied to all copy-testing with 
real assurance of accurate results. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 528. Proof—Advertising Can Be 
Effective in the High Places. 
Results of a study of advertising 

effectiveness, conducted among its 
subscribers by Business Week. The 
book points out how advertising 
makes a sales story stick and how 
it builds preference for the adver- 
tiser’s goods. Particularly valuable 
for the light it throws on so-called 
institutional and other business ad- 
vertising, the effectiveness of which 
cannot be gauged by coupon returns 
or direct sales. 


No. 529. Let’s Count Noses. 


A booklet published by Household 
Magazine giving much valuable in- 
formation on the size and complex- 
ion of the rural market. Retail 
sales, home and car ownership, and 
other statistics are presented in 
graph form. 


No. 530. Magazine 
the Foundation 
Selling Plan. 

An unusual brochure composed of 
six advertisements published in the 
interest of the magazine industry by 
W. F. Hall Printing Company, which 
point out the peculiar advantages of 
magazine advertising. 


Advertising as 
of the National 


No. 531. Herself. 


A beautiful and impressive bro- 
chure published by McCall’s, stress- 
ing the value to advertisers of the 
divisional make-up of the magazine. 
This brochure is devoted primarily 
to the Style and Beauty section, and 
includes beautiful reproductions of 
the covers of this section. 


No. 522. Telling it to Sweeney, No. 30. 
In usual New York News style, this 
booklet, first of the “Tell it to 
Sweeney” series of booklets to be is- 
sued in some time, amuses and in- 
structs. It contains, in addition to 
data on the News, as a medium, much 
comment on general merchandising 
trends, new ideas, etc., which should 
prove interesting to every advertis- 
ing and merchandising man. 
No. 433. WLW—“The Nation’s Sta- 
tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 510. How Beer Jobs are Being 
Installed. 


A book describing the selling and 
installing experiences of a Chicago 
dealer in plumbing fixtures in plac- 
ing bars and other dispensing equip 
ment for retailers. Printed by Do. 
mestic Engineering. 


No. 468. Fadeless Publicity. 

An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


A BENEFICIAL CHANGE IN WEAPONS 


—Furniture Record and Journal, 


Voice of the Advertiser 


Bouquet 


To the Editor: I enclose a dollar 
bill to cover my subscription to 
ADVERTISING AGE for another year. 
Your editors are to be congratulated. 
They are doing a great job. I regard 
ADVERTISING AGE as almost indispens- 
able in keeping in touch with up-to- 
the-minute developments in advertis- 
ing affairs. 

Best wishes for your continued suc- 
cess. 

L. L. PERRIN, 


Advertising Assistant to the Passen- 
ger Traffic Manager, Northern Pa- 
cific Railway Company, St. Paul, 
Minn. 

. + -F 


Questions Accuracy of 
Liquor Ruling Dispatch 

To the Editor: On page 6 of your 
Sept. 30 issue, under a major head- 
line “P. O. Ruling to Allow Copy for 
Liquor in Mail” you give, under a 
Washington dateline, a dispatch stat- 
ing that the solicitor of the Post 
Office Department and the Depart- 
ment of Justice had both recently 
ruled that “there will be no prosecu- 
tion under what is known as the 
Reed amendment to the post office 
appropriations bill of March 3, 1917, 
which makes it illegal to circulate 
liquor advertising in any state or 
community where a local statute pro- 
hibits the circulation of mail matter 
carrying liquor advertisements.” 

In view of the fact that the so- 
called Reed amendment is in no way 
related to the 18th amendment or the 
Volstead act, and was, in fact, adopted 
more than nine months before the 
submission of the 18th amendment 
by congress and some three years 
before the national prohibition act 
was enacted, it seemed incredible 
to us that the statement made in 
your article could be accurate. 

Replying to our inquiries the so- 
licitor’s office of the Post Office De- 
partment at Washington, under date 
of Oct. 7, advises “that no such rul- 
ing has been made from that office, 
and as far as can be determined at 
this time, that law (the Reed amend- 
ment) will continue in effect unless 
it is repealed by congress.” 

This morning the Foundation is in 
receipt of a letter from United States 
Senator Capper dated Oct. 16, enclos- 
ing a letter from the Department of 
Justice office of the Attorney-General 
at Washington, stating “the Attor- 
ney-General has not issued the rul- 
ing which is attributed to him.” 

A letter also from Deets Pickett, 
research secretary of the Methodist 
Board of Temperance and Public 
Morals at Washington, says: “Judge 
Tarver, counsel of the prohibition 
group and liaison between the treas- 
ury and the justice departments on 
these matters, says he had no infor- 
mation whatever to the effect that 
the policy reported in ADVERTISING 
Ace, Sept. 30, is to govern him and 


certainly ‘I should know it if thi 
were true.’” 

Manifestly, in the light of th 
statements, newspapers and ot 
publications accepting liquor adver 
tising in conflict with the provisio 
of the Reed amendment, do so 
their own risk, having been given 
immunity by the government p 
tecting them from prosecution }y 
authorities in states and localiti 
where such advertising is prohibited 

As a regular reader of ADVERTISING 
AGE, and as one interested solely 
news accuracy, we send you t 
comment upon your Sept. 30 ston 
and feel that some correction of t 
statement should be made. 

Frep D. L. SQurReEs, 
Research Secretary, Americal 
Business Men’s Prohibiti 

Foundation, Chicago. 


(Editor’s note: A more caref 
reading by Mr. Squires of the d 
patch in question will convince hin 
that the validity and continu 
operation of the so-called Reed amené: 
ment is nowhere questioned. 0 
the contrary, the fact that the Ree 
amendment will not be affected bj 
repeal of the 18th amendment } 
pointed out in the dispatch, whid 
is based entirely upon interpre 


what is legal under the Reed ameni 
ment. 

The dispatch said specifically: 
“The ruling of the solicitor’s o 
of the Post Office Department heli 
that there would be no violation 0 
the Reed amendment because liquo! 
selling is contemplated only whe 
it is legal; being now illegal and a 
impossibility, there would be wm 
violation of the law in admitting 
such mail matter containing adver 
tisements of liquor to be sold afte 
all laws prohibiting its sale hav 

passed out of existence.) 


vvyv 


F. A. A. Thanks 


To the Editor: I am not going ti 
thank you for the completeness wit! 
which you reported the proceedin 
of the Financial Advertisers Associé 
tion convention recently held in Ne 


vertising news, 
readily ignored it. 
However, I do want to express ov! 
gratification that the proceedings it 
pressed you as they did with the 
importance at this time and to & 
press the hope that, in the importal! 
task of informing the public, whi 
lies ahead of the financial institl 
tions of this country, you will co 
tinue to exhibit the same intere# 
Our association is anxious to tral 
late these talks into action, and I fet 
sure we may count upon your actif 
cooperation toward that end. 


H. A. Lyon, 
Past President, Financial Advertisel 
Association, New York. 
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The SOCIAL REGISTER 


of 
AMERICAN BUSINESS 


A partial list of Imp Ad 


in The American Weekly 


during 1931, 1932 and 1933 


All-Year Club of Southern Calif. 
Affiliated Products Group 
American Chicle 
American Hard Rubber Co. 
American Tobacco wana The 
Lucky Strike Ciga 
Bull Durham T: om 
Anheuser-Busch, Inc. 


Babbitt, Inc., B. T. 
Bauer & Black 
Beech-Nut Packing S 
Bon Ami Company, The 
Borden Co., The 
Bourjois, Inc 
Seieaah yee Con 
Brown & Williamson 
California Fruit Growers Exchange 
California Packing Corp. 
California Walnut Growers Ass’n. 
Carter Co., The William 
Charis Corporation 
Chesebrough Mfg. Co., Cons’d 
Church & Dwight Co. 
Clorox Chemical Co. 
Coca-Cola 
as) = mee Co, 
r Suds 

Palmolive Soap 
Congoleum-Nairn, Inc. 
Conklin Pen Co. 
Corn Products Refining Co, 
Cornin hes Works 


Coty, 
Cote | Radio Corp., The 
Curtiss Candy Ov. 
Dennison Mfg. Co. 
ge Bros. Corp. 

Seaman Kodak Co. 
Elgin National Watch Co. 
Endicott Johnson Corp., The 
Enna Jettick Shoes, Inc. 
Ethyl Gasoline Corp. 
Flonda Citrus Exchange 
Frederics, Inc., E. 
Frigidaire Corporation 
General Cigar Co. 
General Foods Corp 

nera s 

Bran Cereals # 

Calumet Baking Powder 


aed 
axwell House Coffee 
Post Toasties 
General Mills, Inc. 
General Motors Corp. 
Chevrolet Motor Co, 
Fisher Body Corp. 
ismobii 
Pontiac 
Buick Motor Co. 
Gold Dust Corporation 
Goldman, Mary T. 
Goodrich Rubber Co., The B. F. 
Goodyear Tire & Rubber Co., Inc. 
Heinz Co., H. J. 
Hills Bros. 
Hinze Ambrosia, Inc. 
Hoover Company, The 
Houbigant, Inc. 
Hubinger Co., The 
Hump Hairpin Mfg. Co., The 
Iodent Co., The 
Johnson & "Johnson 
— and Son, Inc., S. J. 
ufmann Bros. & Bondy, Inc. 
pany 


Kelvinator Corporation 
Kleinert Rubber Co., I. B? 
Kolynos Co., The 
otex Com 

Krafe- Songun Cheese Corp. 
Larus & Bro. Co 
Leeming & Co., Inc., Thos. 
Lehn & Fink, k, Inc. 
Leonard Refrigerator Co. 
Lever Bros. 

Rinso 

ame 


en Toilet Soap 
Litbey-OueneFeud Glass Co. 
Libby, McNeill & Libby 
Luden’s, Inc. 
Maiden Form Brassiere Co., Inc. 
Mennen Company, 
Model Brassiere 
National Biscuit 
Northwestern Yeast Co. 
Norwich Pharmacal Co., The 
Numismatic Co. of Texas 
Old Dutch Cleanser 
Park & Tilford 
Parker Pen Co., The 
Patent Cereals Co., The 
Pepsodent Co., The 
Pequot Mills 
Pineapple Producers Cooperative 

Ass’n, Ltd. 
Planters Nut & Chocolate Co. 
Pompeian Co. 
Pond’s Creams 
fomier Malt Sales Co. 
Premier-Pabst Corp. 
Procter & Gamble Co., The 


Scholl Mfg. Compan 
ars, Roebuck and 
Selby Shoe Co., Thé 
Simoniz Mfg. 
Spool Cotton Co., The 
Stanco, Inc. 
Standard Brands Inc. 
Chase & Sanborn’s Coffee 
Chase & Sanborn’s Tea 
Fleischmann’s Yeast 
Royal Baking Powder 
oya! Gelatin 
Standard Oil Co., The 
Swift & Co. 
Quick Arrow Soap Flakes 
Sunbrite Cleanser 
Three-in-One Oil Co. 
‘Tubize Chatillon Corp. 
Union Oil Co. of California 
United States Rubber Co. 
Utica Steam & Mohawk Valley 
Cotton Mills 
Valentine & Co. 
Vanity Fair Silk Mills 
Vick Chemical Co. 
Wander Co., The 
Warner & Co., Wm. R. 
Warren Corp., The Northam 
Waterman Co., L. E. 
Watkins Co., The R. L. 
Westinghouse Electric & Mfg. Co. 
Wright & Sons Co., Wm. E. 
Young, Inc., W. F. 


O measure the advertising effectiveness 
of any magazine, you must measure it— 
NOT BY TRADITION—but by its coverage of 


the important markets and its interest to people. 


The American Weekly will sell more goods 
per advertising dollar than any other magazine 
for the simple reason that it is regularly read 
by the most families in the master markets at 
the lowest cost per family reached. 


These master markets are the 995 key cities 
of 10,000 population and over, and the people 
in them account for 70% of all national retail 
sales. Of The American Weekly’s more than 
5,000,000 circulation, 76% or 3,883,884 copies 


are sold in these key cities. 


From these centres come 81% of the income 
tax returns. Within their corporate limits are 
sold 70% of all drug products, 73% of all gro- 
cery items and 86% of all wearing apparel. 


The great chain stores who 
count and clock before they open 
stores concentrate right here. 

The gasoline filling stations 
get 74% of their gallonage in 
these cities. The food chains do 
76% of their business here. The 
variety chains rely upon them for 
89% of their sales. While the drug 
chains secure 97% of their vol- 
ume from these master markets. 


And these 995 cities are the stronghold of 


The American Weekly. 


In 529 of these key cities The American 
Weekly reaches a minimum of one out of every 


HE 


five families, while the next largest weekly 
magazine gives 20% or better coverage in only 
195 of these important cities. 


In 169 of these 529 cities, The American Weekly reaches 


20 to 30% of all the families. 
In 157 more cities it reaches 30 to 40%. 
In 110 more cities it reaches 40 to 50%. 


And, finally, in 93 of these key cities it actually reaches 
better than one out of two of all the families. 


No other magazine in the world can boast 
such circulation or such key market coverage. 


No other magazine in the world will carry 
your advertising messages at such a low rate 
per family reached. 


For $16,000 each you can buy one ora series 


ASK FOR THE 
WHOLE STORY 


Additional facts concerning mar- 
ket values and business oppor- 
tunities as indicated are available 
in a presentation entitled “‘People 
and Money—and Profits.’’ This 
will gladly be shown to manufac- 
turers and advertising executives 
upon request. 


of great color pages in The American Weekly 
and send your sales message forth into more 
than 5,000,000 homes located in the rich key 


markets at the rock bottom cost of less than 


¥% cent per home. 

That is why the list of impor- 
tant advertisers who use The 
American Weekly regularly con- 
tinues to lengthen and grow. 

That is why The American 
Weekly has leaped ahead from 
ninth to second place among the 
great national magazines in vol- 
ume of advertising linage carried 
in seven brief years. 


Tradition dies hard but it cannot stand long 


against superior performance. 


Where can you spend your advertising dollar 
more effectively? 


Greatest 
What $16,000 buys Pee onl 
in The American Weekly in the World | 
A full page in color more than twice the size of | ETB 


any other magazine page in the world ... more than 
5,000,000 families at a cost of about 4 cent per family 


“The National Magazine with Local Influence’”’ 


ON, + + » The attention of the entire family instead of 
artisel a single buying factor. Main Office: 959 Eighth Avenue, New York City 
York 


Branch Offices: Parmouive Buoc., Cuicaco. . . 
at-250 Generar Motors Bioc., Deraorr . . . 


5 Wivrnror Sguars, Bosron... 753 Bonnie Bras, Los Ancetes. . 
1138 Hanna Binc., Cisverann . . . 


. 222 Moxapwockx Bupec., San Francesco 
tot Maauurra Sr., Atuanra . . . 1270 Arcane Bipc., Sr. Lous 
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BEST THREE-SHEET 


Prize winner in its class. 


OUTDOOR ART 
AWARD GIVEN 
TO PALMOLIVE 


Buick, U. §, Rubber Posters 
Also Take Honors 


Chicago, Oct. 19.—The Palmolive 
soap poster, “Now I’m schoolgirl 
complexion all over,” was declared 
to be the best 24-sheet poster of the 
year by a jury which awarded prizes 
at the fourth annual outdoor art ex- 
hibit which opened today at Marshall 
Field & Co. under the auspices of the 
Chicago Advertising Council. 

The poster, which is typical of the 
strong current trend toward human 
interest designs in poster advertis- 
ing, is the work of Andrew Loomis, 
famous Chicago artist, and was 
placed for the Colgate-Palmolive- 
Peet Company, Chicago, by Lord & 
Thomas. The Latham Lithographing 
Company handled the production. 

Ken Dyke, advertising director of 
the company, was present to receive 
the award, a handsome bronze, of 
which replicas went to winners of 
second and third prizes. The an- 
nouncement of awards and presenta- 
tion of prizes was in the hands of 
Capt. H. Ledyard Towle, art director 
of Campbell-Ewald Company, De- 
troit. 


Buick Wins Second 


Second prize went to the Buick 
Motor Car Company for its popular 
dog poster, “More and better miles,” 
in which an agitated bull pup is 
shown chasing an invisible Buick. 
Animal posters were another fea- 
ture of the competition, several 
catching the eyes of the jurors. The 
Buick design is the work of Fred- 
eric Stanley, under the direction of 
the Campbell-Ewald Company, with 


|}tions in the 24-sheet poster classifi- 


Company credited with the produc- 
tion. 

The United States Rubber Com- 
pany took third honors with the Gay- 
tees poster, designed by Capt. Towle 
and placed by Campbell-Ewald. 
First prize in the three-sheet classi- 
fication was won by a local adver- 
tiser, the Gold Seal Laundry, with 
an appealing poster showing a group 
of children in school. Unusual per- 
spective and color work made it ex- 
tremely effective. Helen Smith is the 
artist, the advertising was placed by 
the Criterion Advertising Company, 
Inc., and Spurgeon-Tucker were the 
lithographers. 


Honorable Mentions 


There were ten honorable men- 
cation and one in the three-sheet, the 
advertisers, artists and agencies win- 
ning these awards being as follows: 
“Atlantic White Flash,” Atlantic 
Refining Company. Artist, Robert 
Foster; agency, Outdoor Service, 
Inc.; lithographer, Erie Lithograph- 
ing & Printing Company. 
“Don't drive worn plugs,” 
Spark Plug Company. Artist, Leroy 
Keifer; agency, Campbell-Ewald 
Company; lithographer, Edwards & 
Deutsch Lithographing Company. 
“Don’t wear a tired, thirsty face,” 
Coca-Cola Company. Artist, Haddon 
Sundblom; agency, D’Arcy Advertis- 
ing Company; lithographer, Forbes 
Lithographing & Mfg. Company. 
“Economy straight 8,” Pontiac di- 
vision, General Motors Corporation. 
Artist, Frederic Stanley; agency, 


A C 


Now. I'm 


saaeenn eee 


lithographer, Strobridge Lithograph 
Company. 

aa . Most distance,” United 
States Rubber Company. Artist, 
James Kelly; agency, Campbell- 
Ewald Company. 

“Of thee I sing,” American To- 
bacco Company. Artist, John La- 
Gatta; agency, Lord & Thomas; 


lithographer, Forbes Lithographing. 
“Step on it doc!” Ethyl Gasoline 


Campbell-Ewald Company; lithog- 


Corporation. Artist, Frederic Stan- 


rapher, Edwards & Deutsch. 

“Get Super Shell and get every- 
thing,” Shell Petroleum Corporation. 
Artist, Walt Otto; agency, Outdoor 
Advertising Agency of America; 
lithographer, Edwards & Deutsch. 

“Hey, fellers, the new Oldsmobiles 
are knockouts,” Oldsmobile division, 
General Motors Corporation. Artist, 
Percy Crosby; agency, Campbell- 
Ewald Company; lithographer, Stro- 
bridge Lithograph Company. 

“Kelloge’s for koolness,” W. K. 
Kellogg Company. Artist, Andrew 


the Forbes Lithographing & Mfg. 


Loomis; agency, N. W. Ayer & Son; 


TAKES FIRST HONORS IN OUTDOOR ART CONTEST 


Schoolgirl Complexion 
S-. all over!” 


Palmolive poster which won first prize. 


lithography being the work of Rus- 
ling Wood, Inc. 

Burr L. Robbins, vice-president of 
General Outdoor Advertising Com- 
pany, Chicago, and chairman of the 
committee which arranged the ex- 
hibit, presided at the luncheon and 
introduced those at the speakers’ 
table, who included many notables in 
the advertising and art world. The 
jury of awards was composed of the 
following: 


% 


ley; agency, Batten, Barton, Durstine 
& Osborn; lithographer, Continental 
Lithographing Company. 

“Tastier because richer,’’ Califor- 
nia Fruit Growers’ Exchange. Artist. 
Charles Everett Johnson; agency, 
Lord & Thomas; lithographer, Con- 
tinental Lithographing. 


Notables Present 


Winner of honorable mention in 
the three-sheet class was “Brings 
out all the flavor,” painted by C. E. 
Heinzerling for H. J. Heinz Company. 
Maxon, Inc., was the agency, the 
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This Buick poster was awarded second prize. 


Mrs. Jacob Baur; Lee H. Bristol, 
Bristol-Myers Company, and chair- 
man, A. N. A.; W. C. D’Arcy, D’Arcy 
Advertising Company, and chairman, 
4 A’s; Rufus C. Dawes, president, A 
Century of Progress; Henry _ T. 
Ewald, Campbell-Ewald Company; 
Gilbert T. Hodges, New York Sun, 
and chairman, A. F. A.; Turner 
Jones, Coca-Cola Company; Col. 
Frank Knox, Chicago Daily News; 
Andrew Loomis; Trowbridge Mars- 
ton, president, Lithographers’ Na- 
tional Association, and Walter White- 
head. 

The committee which arranged the 
exhibit included George Cain, Swift 
& Co.; Walter Daily, General Elec- 
tric Refrigerators; Donald Douglas, 
Quaker Oats Company; Earl Free- 
man, Kellogg Company; Fred Mizen; 
Paul Ryan, Shell Petroleum Corpora- 
tion; G. R. Schaeffer, Marshall 
Field & Co.; Mark Seelen, Outdoor 
Advertising, Inc.; Haddon Sundblum; 
and Capt. Towle. 

Mr. D’Arcy made the principal ad- 
dress preceding the announcement 
of the awards, speaking on “Why 
Does Advertising Want a Code?” He 
asserted that the professional char- 
acter of advertising work made a 
code for the industry especially de- 
sirable, in rendering specific the 
ideals of the business which are ob- 
served in practice by most advertis- 
ing men. 

He told of the code offered by the 
American Association of Advertising 
Agencies, on behalf of the agency 
business, and emphasized the fact 
that the association was asked by 
the NRA to submit a code, and did 


so only after consultation with other 
agencies all over the country. The 
agencies which now sponsor it, he 
said, did $300,000,000 of business in 
1932. Over 1,450 agencies were in- 
cluded in the list to which the code 
was sent for consideration and dis- 
cussion. 


‘SWAGGER’ IDEA 
IN MEN’S WEAR 
GAINING GROUND 


Philadelphia, Pa., Oct. 19.—An ef- 
fort to inject a bit more life and 
color into men’s clothes, especially 
those worn in the fall and winter, 
which has been launched here by 
Pioneer Suspender Company, is said 
to be creating much interest among 
other manufacturers of articles sold 
to the American male, as well as 
among retailers. 

Men’s clothes assume a measure 
of individuality in the summer 
months, Pioneer believes, but when 
cooler weather comes they settle 
into drabness. If a portion of the 
“summer sports psychology” of men 
can be carried over into other 
months of the year, a vast new field 
for the merchandising of men’s wear 
and accessories will be opened up, 
in the company’s opinion. 

In line with this belief, Pioneer 
has introduced a line of “swagger” 
belts which cannot be classed with 
ordinary sports belts, but which like 
wise are something more than just 
devices for holding up trousers, and 
is vigorously merchandising the idea 
of selling items of this kind to the 
trade. 

Other manufacturers are reported 
to be taking to the idea, and retail- 
ers, including L. Bamberger of 
Newark, have @Jso indicated much 
interest, indicating that “swagger 
departments” may come to occupy 
an important place in men’s shops. 

Pioneer Suspender Company, one 
of the first to use dual-purpose pack-€ 
ages, is again making extensive use 
of this type of package for its line 
of garters, belts and suspenders for 
holiday trade. 

Its 50-cent garters will be pack 
aged in a “suedo” case which makes 
an attractive cigarette case whet 
emptied, while its more expensive 
line of garters is being packed in & 
square wooden box suitable for usé 
as a cigarette box, pin or clip bo% 
etc. 

Belts are being packed in a variety 
of sizes and shapes of carved wooden 
and bakelite boxes, which may be 
used in a variety of ways, as well 
as in a container which turns into & 
pen holder desk set when the mer 
chandise is removed. Certain lines 
of suspenders are also being pack 
aged in wooden boxes suitable for 
re-use. All of the unique package 
are excellently made, and will appeal 
not only to the ultimate user, 
also to women out shopping for the 


boy friend’s holiday gift. 
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SUNDAY CIRCULATION 
NOW EXCEEDS 


2,000,000 


COPIES, NET PAID 


@ THIS IS BY FAR THE LARGEST 
CIRCULATION EVER ATTAINED BY 
ANY AMERICAN NEWSPAPER! 


eTHE @ NEWS 


NEW YORK’S PICTURE NEWSPAPER 


bs : > an. er + 
: ee \Saaee é ce ty 28 ae i * ae 
7 a Citee. de i, gees Bley cee Oe ee Ae, 
A A le tae oe es ce, ti fe pes ihe? Taee ga Ge ; 3 STAY Suds ode et - 
933 , ) 7 | 
ne " P es * 
7 a Se 
. = ses ES Lam | SS ———— 7 : _ the 
? Bees. * ‘eae Mee \ : . et ee of 2a i} 4] nea 
‘ ; me . \ ms a ee % oe ; A ee . oo 
Fy is + . —s ne % eS : # ree te y ' ae 
eae Yk. WA aye | ae 
has *. ’ % s bet ad J wy i \) ae eas i . : i 
' si <9 ea ne y 4 ? om e . ‘ ce 4 BS a i we & Ma fa : ’ : 
a, Te ~ pe : 3 at ‘S 2k . 
‘ ° a es os i vs ‘i a, \ a = ia ; \ ( ~ Ca. 
‘ a i : j : : _ a —_/. /~) a ; 
4 f . a a ; ‘a a . *\ ‘ 5 = \" ‘Be . ; ' 
3 ~ be Re ia i . * s i sty We ; ie i : . * 
; “Que @ : Mor MTS ; | * 
- 3 2 % * P 7 ru et a , Ved cyt ' 4 : bs 3 : 
Bi . { : } die, S, Sg aes NY 25. gee ae i \ ee: i g ; ' Fe ag i 3 a 
. ~ oe A a : te, : \. >) aie ‘Ne ws a (ee * Mee 
is ; cS ae : : ie ee | een ia . ee eee 
if Sy AL os “ ak: we. fehl qt , Los 
as ~ i - J . =e. = i i Kee | Be = 
4% ’ ’ + ss " io oF = : i ’ ¥, i vd . : a igs 
zs a er ~~ ‘ ‘a ae 8 Pe nies 
~~ = , eee, at ote ee 
“ " a Re ais SONS ES : i Otek tig Od , ate br aa 
Re a \, , S 2 Bois. Rear < | ay \ iagcallite: . i te ems Rg 
q J eee, ed as Bare : : i. ue 3a wiag te Bight omy 
=) = & a og ae yt lh | re ss ge — Ree ee 
= : ‘5 ; ‘ * ieee & S| ki LA Pe gs = oe oe 
Fv v i “Shite Lib) Tiber aes - - 
= 4 ae @ 2 eee ly a ¥ hag. ee 
ey . : : ‘ oe ' \ hits ; NG, ie ce kt = . ' a 
= ™~ a x co ue we & . = ; eae 
other} jae “Ss cme “EGate ATL Sa ck oh a a 2 oa 
hl & 5 . ' eee. ulili aa 8 Weee oe ee ew - ca 
Ss in c y. ; Pees 7 1: Vee we a Se (ae a) ae 
& . ; : : ttt Tee PG! Be ees oS patie ais 
: ps : - ‘oe 9 } 4 ae + Pah ; . el ‘LA Stas 
e in te . : . ’ ; pmiit i tae B an a ree a} * = aes — 
c “ ; es ihe! Go eee 5.2 eae ee 
aul & tab WE Vee) © ee aie oe oe 
+ ; ‘ | 3- i‘. 2 So oe ‘ ene Sr ck Res 
: =. ed ' oT7 Mint on ae : ae PV, ue 
é ~ . ~ oi 7 . ca saa E- x4 Bo “ier ag rd ae a hash ite = is 
= ae PS ; . and wea’: a AT. Se os. a 
> a ‘ ‘ . | =~ = ; ~~ 4 4 ’ 1 i ~ i ; - i - | Stale Rea 
es iy ee Rm me esee Gh: hs Dia 8 i : BS ge 
— ee om : ’ | . Re? hy, th, Gh oP ; a eT 
rs Rae cee Sere ae ' : ‘ : . ie a - — so - 
ne Ene a5 4 ng - | < ; oe i ah hy \, 7 oe re ons 
= . ce ss a ( | ee ; ~~ Te een Se See steed 
ee =e ar ae. ee | > _ Phy Re hy : a iy ra a 
Ee eee ‘aii = ee ee es eee . , 2 ; : ‘ae ” aa er ty as oes 
3 at Aialegs ae ange in, se octet ane ; « a et Cae Me. : cs 5 Toes ae Soe cae 
’ } ai : : = a : x . -— 2 * enerenn te ; : ee J ; ; ee eo i 2. Me a ig ce ait a fe: 
in ef- Re , - eee oe : : oe ® eee em . . Ld 4 *s es ti. .. ee IS a ae = 
and) a ; aa g: ee re eee, 58; jee | ie ee 
> an a4 : . 7 alll ee ee : | See ne « eae te Pea oo ey ; 
cially Sa} j : e r r ae ; “4 eo ie ae ee ines 4 aa ‘i: + eas See Pie? aa esti alta 
inte,| ee | me 4 = ee ag distin. eee Se Kee 
—e in = i #ege *- 2 en Wie pa oe Sat 
‘mong| a ae ‘ - ; ot : ae oe oes ae, 5 wie a a Pye 
a SB rete eee 8 a “i a * Bee Gt ree Me ere Ai a ; ms 
; sold | Sa a Es te oO ae Re Ge es | he ini ae jet aiatioll Bat J 
| —_ie i ee “Todt ated | a 1 th hab oe =e 
4 sy ist a ; pes . at = ; Bice é : eee ee ies 4 oS , wines ign ’ i rey Ne } a Y a ‘ Se aS : a a 
asure} a he . eae ae RD RE GRR ig ona Oe oe a 
i : - co. Ba eee pei at Be ee ee ere “4 io ey je de coe ager Tea ee 
mmer| Sa 1 ‘eo: ee g seers Fee Be oe Roe? 
when} & 2 re sae a . ae ee a ae eae ty ae Sie aeee eee me: 
‘3 : . : al = ; ea i ee > oan ‘ ee ns ets 
settle} ' ee . : : ~~ oe niga eae eign “a 
of the} Fe ccna a , , i —- ie co nai 
abit : — 2 a 
otha a nme " sa a* 4 oe as 
: ‘ ets ke Ses. ep ety 
v field ; S ‘ we o =. ee -% ae “ap 
—_— = eg " 4 ’ J aaa yrs se ayaa 
“a ee ee habe aed! ' Sage © ga we 
-) <i ee saat el ee . a — i 3 Boas at 
i ——_—— os ate oe , ae , ees ie 
ou. _——— . . i = , ‘ uae ioc. 
ioneer a — ‘ é ' 
somes oe « - i ‘ 
agger” a. ' i ae 4 i ‘Giiiomaies ae 
| with ’ . a 2 * ee 
' : a . “es } * : ; 2 
h like ’ “f s - 3 : 4 a ‘ os i 3 Ne es 
n just * alt at cy) 4 - oe. » aaa 
s, and A jaa = ell ep’ é 4 f j iste 
1e idea ae a re _) : 1 oe —y f : 
to the | : ey aa , "\ vet oi ie se 
Doge: +a. lls i a s] ‘ — os ¥ : 2 ae ' aii: 
ported i ae: i , oe on oe - aa 
retail- \ eee ae P .} Shy ‘ s sea ay = 
ea ae - ie — s 7 $ so ; 2 aH 
“00 | | oh : ee a ae ; : 
a Ree is a i: ‘ “SS : S 
much . an < ‘ ¢ cS = = “ ae 
wagger Behe aay aS y rg a ; 
occupy p : tosealh Sener ee a eS : aE a. 
shops. * : “ : , e egy ‘sé ne 5 ed Sa Be “ : = os = 
y, one s t ‘ ‘J oe meine me nee y x ay ew : 
p aa- ¢ » ae? = 3 ; 
2 pack ° BT 4 — ah 
ive use . —- as a f . ae. ‘a SS . ‘s aie a 
ts line} . ~~ ' fF Fe a iy ‘<— ~ S : ee eee 
ers for . , * er: coy 8 Bes - : —" oe 
fe one rk eS See hes Fy 
: / ; bc: * we 2 oe a poh ot ' ues 
a Re or ee ge Sy 5 E 
, pack: ‘ ' f ae s Mee he ; 2 Ss : f 
makes ~~ —e = | eR cataedies hes hae =. i 
when ce _ { : . SS cae. S 2 gp Pg < ae . < a4 . Se ' ; 
pensive aes Re ge x 3 . 
ee ' A de ee a3 Sinai es Se aR RT SS BS.“ < 
.d in & - eo” NN ie AE I ie oe Aye Sa 3 x & ~ 
for use ~~ fy Wet ae ier SRE ag a Se Se — ; 
Ps f Sreegitre? 8 ae aa ae ae, wa a ke eS SN _ 
ip box ” eee cde ¢ sche hal ak, oy. So Gk <a ol ‘ . - + ae oe Ss 
; Ratt ernie ha Sas pac SS Rothe ae ay Rss Shae te ; ~~ % 
SIRES es ae ee i‘ » 
variety ee See pie a a ; 
wooden we ee cle nae ree ee, hae .., ee se ~ 
nay be Soar anes Sr ae 4 SRE TR a BERR ERE .e & A VAs 
3 wel eee eg Ee ee ——— by : ‘ 
into at eats en) See Gee » dagen, & @ 
eg. eS SER ee PEs kde POM é ie. ee alt & ey es ‘< 
le mer EST Oe fo Seb ck Ae Sern “a = op ha fs oi RN 
: i Ny rss : eh Ae St bs : . ke BERK ae . woo ~) . ry = ars . 
n lines FD eel ae Sie he ce | = Zz 0 em ae Be 4) ; , = & bes 
ack- We ae Se Ba Rae SRL SE can re Een Te Me ie ~~ ae = re errr ———— Sw ; . ig 
4 f 3° a : = ‘ nT _~ Se eas en > Sk a ae. a x Wake #3 : . 4 ee ae oe SS oS Sf ee “Ss . ial SS Se 
ble ‘or ‘ i ee s Sass + eo ‘ Ie Sa - yok “ Sk at ff. 32 cae wt \ i. . pee wee, CS ‘ J TERS SK SASSSV SS RAGS SSQess : 
kages ae SR SS mek. oe = Hy CL ei coe, / ae. Se oe Ye EF RAKE “S : r 
ackag' : | BS ote a 3 i a ee As ou a Oe ae / eee ee! = a s 
% coe er ea SS RRA < Fhe Pe & Ses F; Tbe ay . a OP OS ae So SS NS . ’ 
appeal ae _ ae oe T Ce es ae eh Re ai, “i Boe Sag / a . . a 
al ft. ee Aig SEER] 2 oe / ae ee : d 
or ie | re | Pe ee eT on + Bee OY BO ae SS | ea : a ‘i. 
aad ; mit : os a Susie oe oe Svat > ae ae LS tk coal Si ro ye sah ea et as SASS . x i s 
ee PE Re ee rey tas ‘ : S ei) pers) LSS te _ an ee . ) es *. “ ek F Ss . . ‘ _ : 
PT 2) a Regis ey SESS Ry eh os r/ ee nee Le ti sot a SSeS er : = | 
: <a Sa SS a ae Sr SEE SS AN ‘ ~ Sones — n : < ‘Ss & ARS . N SS aS . 7 
; RVG SWANS : SEMIS SS Ricks “ : 
Z Fp Renae yer ace oy a =i i we vee Thad ae Las 3 
Bk CTE NE he ene Bc ane te Oe ae —- acy 
Re eee ane, pt eh eee tes eid as, Riese" 
Sia, ee rete es i ma e Be aan ch eles : 
Wigs Wis eas teh Reta aoe) eee Sere. as Bata ee ers he ob ah ee : 
~ AC PT es in i i ane le ia: hii aeoe ss or, Ne = eA Ns ek pia exc 28 aaa ee eye li 
Lee ee ee ee Boe eee es ee vee ee, 
oe ge MATERA. fF ee eae co 
5 Tosa ON ee eee oak Syn rau P ee nak oy ae oer 


ADVERTISING AGE 


October 21, 1933 


—— 


Tugwell Bill Is 
Approved by Inspectors 


The International Association of 
Dairy and Milk Inspectors, holding 
its annual convention in Indianapo- 
lis, adopted a resolution approving 
the proposed revision of the federal 
food and drugs act, after Dr. W. S. 
Frisbie, chief of the bureau of co- 
operation, food and drugs adminis: 
tration, had made an address in sup 
port of the bill. 


Marshall Joins Chains 


John Mullins & Sons, Inc., and 
Mason Furniture Corporation, Brook- 
lyn furniture chains, have appointed 
Harold Marshall advertising man- 
ager. Mr. Marshall was formerly an 
advertising executive at Blooming- 
dale’s and more recently at Gimbel’s. 


Takes Anti-Freeze 


United Advertising Agency, Inc., 
New York, has been appointed by 
U. S. Industrial Alcohol Company, 
New York, to direct advertising of 
Super Pyro “200” automobile anti- 
freeze. 


Dickison to Bowers 
F. H. Dickison has joined the New 


York office of Thomas M. Bowers Ad- 
vertising Agency in an executive ca- 


pacity. 
of sales and advertising for 
Gasoline. 


He was formerly in charge} : : 
: Tran) | ery through the stimulation of lag- 


JOHNSON URGES 
STIMULATION OF 
CAPITAL GOODS 


A.B. P, Asked to Encourage 
Equipment Purchases 


Chicago, Oct. 18—Gen. Hugh S. 
Johnson, NRA head, sent a telegram 
to the Associated Business Papers, 
Inc., holding its annual meeting at 
the Union League Club today, urging 
| special consideration for the capital 
|goods industries and special efforts 
{to stimulate the purchase of modern 
equipment by industry. 


Enthusiastic Reception 


more than 100 business publishers 
and editors at a luncheon meeting, 
|/aroused much enthusiasm as offer- 
|/ing further proof that the national 


|}administration and the NRA in par- 


|ticular are anxious to further recov- 


| The message, which was read to 
} 


| ging industries which supply ma- 


chinery and other goods requiring 
capital investment. 

The text of Gen. 
gram was as follows: 

“Your group is informed as to the 
vast amount of purchasing of dur- 
able goods which has been deferred 
during the last three years. You 
understand that the industries pro- 
ducing such goods represent more 
than half this country’s normal busi- 
ness. 


Johnson's tele- 


Seeks to Spread Income 


“We are at a critical time in re- 
covery. Confidence of the great mass 
of our people in their own future 
and in the future of the country has 
been restored. Men are going back 
to work; pay envelopes are fatter. 
We must insure this upward trend 
by making it practicable for the pur- 
chasing of durable goods to be re- 
sumed again, so that the industries 
that make such goods and the work- 
ers normally employed in those in- 
dustries may again have an income. 

“It is within your province to con- 
tribute mightily to the release of the 
dammed up demand for machinery 
and equipment and other goods re- 
quired by mills and factories and 
our transportation systems for fully 
efficient operation under’ today’s 
conditions.” 

John Benson, president of the 4 A’s, 
a luncheon speaker, continued his 


tle Pe me 
Authentic Leadership NIE 
he 


He asks no more. His quest is ended. He recog- 


nizes a significant discovery when 


Authentic leadership, he knows, is liquid buying 
power. Wisely, he will insist upon directing his 


appeal to readers who, wanting what he offers, 


have the ability to buy. 


National Geographic leads all other million-cir- 
culation magazines in 28 out of 30 classifications 


of national buying power. Its position is unique 


NATIONAL GEOGRAPHIC MAGAZINE 


 \ 
, 


ue 
By, 


he makes one. 


eration. 


advertising rates are extraordinarily low. .. . 


ote 


~ Advertiser vploves 


THE 


NATIONAL 
GEOGRAPHIC 


7 almost incredible. It is the 


world’s most thrilling publishing adventure. Its 


It 


deserves your immediate, your critical, consid- 


Explore National Geographic Magazine! Start 


the authentic 


your expedition with a letter for facts. Demand 


details before you embark, mis- 


takenly, on uncharted seas. 


+ WASHINGTON, D. C.- 


_|use advertising successfully. 


defense of the advertising agency 
code proposed by the organization of 
which he is the head, and again em- 
phasized his belief that the code has 
not been properly understood. 


Compensation Up to Publisher 


“There is a misconception on the 
part of some advertisers,” he said, 
“in assuming that the code is in- 
tended to legalize the rate of pay, 
freezing agency compensation at 15 
per cent. This is not the case. The 
agency cannot fix the commission, 
which is established as the consen- 
sus of publishers’ opinions. The 
present basis is the result of efforts 
over a long period to finance the 
most efficient service of advertisers, 
and is stable rather than permanent. 
It could be changed at any time by 
action of the owners of mediums. 

“The chief effect of the code is to 
ban rebating, which has been the 
major evil in agency practice. It 
demoralizes the publisher’s rate-card 
and discriminates against advertis- 
ers. It is a serious blot on the busi- 
ness, and the effect of the code is 
intended to be complete elimination 
of this demoralizing practice.” 

Mr. Benson asserted his belief that 
we are on the verge of a golden age 
of advertising, during which there 
will be more advertisers and more 
meritorious advertising, less chisel- 
ing and a better chance for all to 
Adver- 
tising will be more useful in helping 
the consumer to buy what he needs. 

In discussing the effect of individ- 
ual codes on advertising, he said 
that while it is impossible to predict 
the result, the NRA represents the 
first faltering steps in a new and 
better way of doing business. The 
depression represented a moral fail- 
ure, he asserted, and regardless of 
whether the NRA survives, the coun- 
try will not be content to return to 
the business jungle. 


Hold Symposium 


E. T. Howson, Railway Age, chair- 
man of the committee on arrange- 
ments for the convention, welcomed 
the publishers at the opening of the 
morning session. James H. McGraw, 
Jr., McGraw-Hill Publishing Com- 
pany, president of the A. B. P., was 
unable to be present on account of 
illness, and Samuel O. Dunn, Sim- 
mons-Boardman Publishing Com- 
pany, was in the chair in his stead. 

The morning session was devoted to 
discussions of “Opportunities for 
Business Papers Under the New 
Deal,” a symposium in which Glenn 
Griswold, Business Week; Douglas 
Taylor, Printers’ Ink; H. H. Rosen- 
berg, Industrial Publications, Inc.; 
Lester Olsen, Olsen Publishing Com- 
pany; E. R. Shaw, Power Plant En- 
gineering; and A. J. Bamford, 
Bakers’ Weekly, participated. 

Most of the comments emphasized 
the need of business for information 
and advice regarding current prob- 
lems, thus supplying a remarkable 
opportunity to business papers for 
effective editorial service. While 
there was some difference of opinion 
as to the effect of the NRA program 
on advertising, especially during the 
period of discussion of industry 
codes, it was agreed that business 
papers must provide specific sales 
ideas for advertisers preferably tying 
in with the editorial programs of 
publications for the development of 
their industries. 


Codes Called Permanent 


Mr. Griswold asserted that codes 
must be regarded as a relatively per- 
manent feature of the business sys- 
tem rather than a temporary phe- 
nomenon, and said that the chief 
factor has been the speed of social- 
ization now going on, rather than 
the trend in that direction, which 
has been evident for the past fifteen 
years. 

The principal need of the capital 
goods industries, he said, is credit, 
and he expressed belief that the se- 
curities act, drawn as a _ punitive 
measure, will have to be amended to 
enable the capital needed by indus- 
try to be raised. The administration, 
he pointed out, has now swung over 
firmly to the idea that industry 
should be modernized. 

E. R. Shaw, Power Plant Engi- 
neering, presided at the afternoon 
session, which featured editorial and 
circulation round tables. Among 
those commenting were J. J. Krill, 


Bruce Publishing Company; E. |, 
Shaner, Steel; Warren C. Platt, N¢ 
tional Petroleum News; E. T. How. 
son, Railway Age; Paul I. Aldrich, 
The National Provisioner; and Frank 
M. Cockrell, Electric Refrigeration 
News. 

Most of the editorial comments 
emphasized the necessity of courag. 
eous criticism of current develop. 
ments, especially in the drafting of 
NRA codes unfavorable to the indus. 
tries represented. Mr. Shaner sug. 
gested that the business papers had 
delayed too long in making construe. 
tive criticisms of some of these poli. 
cies during the period of formula. 
tion. 


Circulation Problems Aired 


The circulation round table was 
conducted under the chairmanship 
of D. J. Hansen, Domestic Engi. 
neering, with a group of circulation 
managers who regularly meet ip 
Chicago, and who presented a typicé 


discussion of detailed problems of } 


circulation building. 

At the dinner, at which Mr. Dunn 
presided, Mason Britton, vice-presi- 
dent of the McGraw-Hill Publishing 
Company, told of the work in the de. 
velopment of a code by the Periodical] 
Publishers’ Institute, and outlined 
the difficulties in the way of the for. 
mulation of a graphic arts code for 
the many industries required to work 
under it. 

He said that a tentative code has 
been agreed upon, but that it will 
deal with wages and hours in the 
printing industry only, with a code 
authority for each division to handle 
the operations in that group. A hear- 
ing is to be held in Washington Noy. 
2 to act on the latest draft. 

H. G. Lord, Textile World, reported 
for the advisory committee in favor 
of continuing the present official 
staff, headed by Mr. McGraw, until 
the spring meeting of 1934, and this 
recommendation was approved. 


Editors Meet 


At the session of the National Con- 
ference of Business Paper Editors 
held during the morning, with Earl 
Shaner, Steel, president of the or- 
ganization, in the chair, Arthur D. 
Anderson, Boot & Shoe Recorder, 
New York, was elected president; R. 
V. Sawhill, 


S. Holden, F. W. Dodge Corporation, 
New York, treasurer. The only 
changes made in the executive com- 
mittee consisted of the addition of 
Mr. Shaner and Adolph Bregman, 
Metal Industry, New York. 

James H. McGraw, chairman of 
the McGraw-Hill Publishing Com. 
pany, and a former president of the 
A. B. P., was given a rousing wel: 
come when he appeared at the lunch: 
eon meeting. 


Sales Managers See 
Bill Posters in Operation 


The Cleveland Salesmanagers’ Club 
staged a two-hour exhibit of out- 
door advertising in action at a re 
cent meeting. 

This presentation, which included 
full size posters, miniatures of 
painted bulletins and electric spec 
taculars and giant-size traffic flow 
maps, as well as a two reel movie, 
was held under direction of A. T. 
Miller, marketing representative of 
General Outdoor Advertising Com- 
pany. 


Ward New Director 
of Farm Publishers 


P. E. Ward, The Farm Journal, 
Philadelphia, was elected a director 
of the Agricultural Publishers As‘ 
sociation at the annual meeting in 
Chicago Oct. 18. 

The following were re-elected: 
S. R. McKelvie, Nebraska Farmer, 
Lincoln; William G. Campbell, J 
diana Farmer’s Guide, Huntington; 
and B. Morgan Shephard, Southern 
Planter, Richmond, Va. 


Is Advertising Manager 


Harold Nuttall has been appointed 
national advertising manager of the 
Bridgeport, Conn., Post and Telegram. 
He previously held the same post 02 
the New Bedford Times and the New 
Bedford Standard-Times. 


Enlarges Office 


Metropolitan Advertising Company 
is now occupying larger offices at the 
a address, 92 Liberty Street, NeW 

ork. 


Domestic Engineering, \ 
Chicago, vice-president, and Thomas \/ 
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ation 
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relop- 
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ndus- 
sug. 
} had 
strue- 
Poli- 
mula- e * e 
service organization 
was é 
nship 
Engi- 
ation 
t ip 
pica 
is of 
Dunn e 
= b its ustomers 
shin 
1e Po id 
rdical 
‘lined 
e for. 
le for Mm \<h 
work \ de * i in 
e has ve ; 
, will Fceng iy 
n the ioe fi) * 
a teats MODEKN | , We are also servicing these 
hear- nationally known concerns 
| Nov. iti agazi : 
' Inadion oshemsgniane abe Ce 
orted American Field Seed Co. 
favor Amazing Stories Armour & Company 
\fficial American Poultry Journal Beckley-Cardy Company 
until Athletic Fournal Berry Seed Company 
d this Ballyhoo Brown Fence & Wire Co. 
Black Book Detective Burgess Seed & Plant Co. 
Chicago Visitor Chicago Daily News Co. 
1 Con- Complete Detective Novel Chicago Mail Order Co. 
ditors Elks : A. F. Child & Sons Merc. Co. 
| Earl Extension ae nat Condon Bros., Seedsmen 
1e Or: Film Fun —a Curtis Lighting, Inc. 
ur D. Golden Book Dowst Manufacturing Co. 
order, Golfing Edison G. E. Appliance Co. 
ate Home Craftsman Glidden Company 
webs. Ice & Refrigeration Harris Brothers Co. 
ation, Inland Printer Peter Henderson & Co. 
only Insurance Index Larkin Co. 
: COMm- Love Robt. O. Law Co. 
on of Modern Screen Louis K. Liggett Co. 
sman, Mystery Lyons & Carnahan 
New Movie McCann Erickson, Inc. 
a ¢ Office Appliances ik A. C. McClurg & Co. 
Com- ‘ og > 
of the Opportunity fev seem voon test cvs National Tea Co. 
> wel Physical Culture a t Nu-Enamel Corporation 
lunch: Ping Pong é A. N. Palmer Co. 
Pit & Quarry Albert Pick & Co. 
Radio News Portland Cement Assn. 
Radio Stars Pure Oil Company 
ition Real Detective Tales Fohn A. Salzer Seed Co. 
» Club St. Anthony's Messenger M. W. Savage Co. 
. ow Scholastic R. H. Shumway, Seedsman 
a re Seed World Sinclair Refining Co. 
Today Standard Oil Co. of Indiana 
cluded Tower Town Topics Straus & Schram 
” True Detective Mysteries Vaughan’s Seed Store 
: flow True Experiences Von Lengerke & Antoine 
movie, True Romances Western Union Telegraph Co. 
A. Wild West Novel Oscar H. Will Co. 
ive of And many other nationally And many other nationally 
Com- distributed publications known organizations 
q + * 
shers 
soni 
irecto 
a = NY great business that began small has a secret tory... but size PLUS our record with the publishers 
i source of strength. To have caused a modest list and catalogue producers shown on this page . . . does, 
ec : . . . . . 
armen of customers to grow into a great and important group we believe, warrant your serious consideration. e Be- 
ngtoni is an achievement that interlaces any organization with cause the thing that we make is not a thing that the 
uthe: bs . . . . 
char acter and confidence. e The pronen leadership of public consciously buys—our work is more in the nature 
- = — “po is wn wine or beige sera of Service than of manufacture. Service is better shown 
ointed ae Ek NS SO ORY Ces St ee Seen ee ee” by records than by claims. We ask: the privilege of 
of the lic favor. e Unlike most large manufacturing companies ; : : ; 
egram. ——— discussing with you your PRINTING needs in terms of 
yost on we do not manufacture a product that we sell to the . 
\e New . : : . our service to our present customers. 
general public. It is only the magazine publisher, the > 
catalogue merchandiser and the user of printing in gen- W F H A L L P R . I N T I N GC C O 
mpaa! eral who sees our product as a fabrication, or our service : . ieiticiiies i Sth A ss 
co Ner as a value. @ Our size should not be taken as the sole SUBSIDIARIES 
indication that our service has been unfailingly satisfac- aan PCENTRAL TYPESETTING AND ELECTROTYPING CO. 
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What is the 


The “Monied Million” are the 1,000,000 well-to- 
do families who read The Literary Digest every 
week — a tremendous market with money to spend 
right now — a richer market than any other magazine 
of comparable circulation can boast. 


HN 


The proof: 56.7% of The Literary Digest reader- 

families have annual incomes of $3,000 or better 
— a substantially higher percentage than can be credited 
to any of the other 13 leading magazines checked in the 
surveys being conducted by Dr. Starch.” 20.5% of The 
Literary Digest reader-families have incomes of $5,000 
or better — and in this classification the Digest’s leader- 
ship is twice as pronounced. 


“All the figures in this advertisement are based on the most recent 
report on media effectiveness issued by Dr. Daniel Starch, Consult- 
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ve++DR, STARCH’S FIGURES SAY SO_ 
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ant in Commercial Research (formerly Professor of Advertising at L 
Harvard University, and later Director of Research for the American 

Association of Advertising Agencies), and their correctness is p 

verified in a letter from the Starch organization now on file in The | 

Literary Digest office. a 


THE LITERARY DIGEST 
1934's best advertising buy... Dr. Starch’s figures say so 


Who are the c 


No other magazine in the leading 13 exceeds The Liter- I 
ary Digest in percentage of influential readers. 


27.9% of the men who read The Literary Digest and 10% 
of the women are in the professions; 26% of the men and 
3.4% of the women are executives and proprietors — a 
total of 804,204 readers who not only form a lucrative 
market in themselves, but who decidedly influence the 
buying of other hundreds of thousands of people. 


This total of 804,204 influential readers is considerably 
greater, for example, than the combined total circula- 
tions of Time, Fortune, Business Week, and News- 
Week, and can be reached for $850 Jess money per page. 


oa «we 62 DBD al 


MAGAZINE CIRCULATION COST PER PAGE 
Time 423,865 $1,460. 
Fortune 75,550 800. 
Business Week 70,496 815. 
News-Week 50,000 175. 

Total 619,911 $3,250. 

THE LITERARY DIGEST 1,000,000 $2,400. 
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How do you reach the Does the 
MENTED MOTRIN WMININEID MOORE RON 
at lowest cost? read advertising? 
Of the 13 leading magazines surveyed by Dr. Yes! According to the Starch Survey, The Literary 
Starch, The Literary Digest leads in low cost per Digest shows a substantial lead in low cost for adver- 
page per 1,000 readers per $1,000 income. tising “read most” per 1,000 persons per $1,000 income, 
The Literary Digest also leads in low cost for no matter what space unit or position you buy — a posi- 
a, visibility per 1,000 readers per $1,000 income tive indication that Digest readers follow advertising far 
whether you buy a cover, a color page, a black-and- more diligently than do readers of comparable buying 
white page — or even 2/3 of a page. power who read any of the other 13 leading magazines, 
3 You reach this great market of 1,000,000 influen- - ssc ae § — E vig hia 
: ertising buy... Dr. Starch’s 
tial, well-to-do families through The Literary ting select iid . 
Digest at a cost of $2,400 per page — approximately 1/5¢ D th 
= per page per family — an amazingly sound “buy” as the wow Se 
e 


above figures attest. 


THE LITERARY DIGEST 
1934's best advertising buy... Dr. Starch’s figures say so 


be reached any other way at any cost? 


No! Less than 1/3 of the families who make up the great 


IM NES IMALITALAL SS N 
respond to advertising? 


Yes! So far in 1933 we have conducted unique surveys 
in conjunction with E. T. Wright & Co. Inc., the Frank 
E. Davis Fish Co., the New England Council, and the 
American Optical Co., (others will follow), designed to 
trace actual point-of-sale results brought about by ad- 
vertising in The Literary Digest. 


: and powerful Digest audience can be reached through In four out of four cases, a dollar’s worth of tangible 
os the other three large national weeklies combined. results was clearly indicated for every dollar spent, 
- To sum up— The Literary Digest offers you a large proving without question of doubt that even limited 
” audience, a richer audience than you can reach through appropriations are bringing worthwhile verifiable re- 
any of the other 13 leading magazines, at less cost than sults in The Literary Digest today. The stories of these 
7 you pay for any of the other 13 leading magazines — and four surveys will be sent advertising executives upon 
“4 an audience that can be reached in no other way. request. 
Ss- THE LITERARY DIGEST THE LITERARY DIGEST 


1934's best advertising buy... Dr. Starch’s figures say so 


1934’s best advertising buy... Dr. Starch’s figures say so 
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Agry Heads ‘Good 
Housekeeping’s’ 
Business Staff 


New York, Oct. 19.—John Hearst, 
vice-president of International Maga- 
zine Company, announced today that 
Warren C. Agry had been appointed 
business manager of Good House- 
keeping to fill the vacancy caused by 
the recent death of David Le Grand 
Hedges. 

E. W. Timmerman, western adver- 
tising manager of Good Housekeep- 
ing, has succeeded Mr. Agry as ad- 
vertising manager of the magazine. 

Mr. Agry has been advertising 
manager of Good Housekeeping since 
June, 1930. Before that he was ad- 
vertising manager of Cosmopolitan, 
having been transferred to New York 
from the Chicago office of that 
magazine. 

Prior to that he was for 16 years 
with the People’s Home Journal, 


spending 10 years of that time as 
western advertising manager. He | 
has been associated with the business | 
departments of magazines since) 
graduating from Dartmouth in 1911. 

Mr. Timmerman, who leaves the 
Chicago office of the magazine to ac- 
cept the promotion, was with the Chi- 


Warren C. Agry 


cago office of Erwin, Wasey & Co. 
until he joined Good Housekeeping 


two years ago. 


A. N. A. Meets 


The Association of National Adver- 
tisers held a one-day meeting at the 
Palmer House, Chicago, Oct. 18, for 
the special benefit of western mem- 
bers of the organization. 


Enlarges Coast Campaign 


Jell-Well Dessert Company, Los 
Angeles, maker of Jell-Well, Jiffy- 
Lou, and Jell-Well Plain Gelatin, has 
doubled its 1932 advertising appro- 
priation, and has launched a cam- 
paign in 65 metropolitan newspapers. 
The Mayers Company, Los Angeles, 
is in charge. 


Cooper Is Ready 

Cooper Supply Company, Phila- 
delphia, distributor and importer of 
food delicacies, wines and _ spirits, 
has moved to larger quarters in an- 
ticipation of repeal. Its advertising 
account has been placed with Philip 
Klein, Philadelphia. 


Mann with “Qutdoors” 


Rayford A. Mann has joined the 
staff of Outdoors as business mana- 
ger. He was formerly western mana- 
ger of National Sportsman and Hunt- 
ing and Fishing. 


New Rescarch Service 


Ransom & Ransom, Memphis, 
Tenn., has been organized to conduct 
fact-finding surveys in Memphis and 
the mid-south. 


Joins Ad-Art 


Walter T. Scott, for 15 years with 
Fuller & Smith & Ross, has been ap- 
pointed general representative of the 
Cleveland Ad-Art Company. 


GROSS 


1933 


1932 
1931 

1930 
1929 
1928 
1927 


ADVERTISING REVENUE 


$450,000 


(estimated) 


372,597 
335,587 
242,283 
202,456 
134,786 

49,014 


Source: Publishers’ 
Information Bureau 


* PARENTS’ MAGAZINE 


114 EAST THIRTY SECOND STREET, NEW YORK 
PALMOLIVE BUILDING, CHICAGO, ILLINOIS 


Shows a GAIN in 
Advertising Revenue 
each of the past 7 years 


According to Publishers’ Information Bureau report, 15 Year Revenue Report on 90 Magazines.” 


AND HERE'S THE STORY ON 
CIRCULATION 


300,000 


(guaranteed) 


253,110 
186,719 
130,887 
102,092 
76,245 
46,353 


Source: Audit Bureau 


of Circulations 


1933 


1932 
1931 
1930 
1929 
1928 
° 1927 


— 


SEPTEMBER NEWSPAPER LINEAGE IN 30 CITIES 


City National Local Classified Total 
1933 1,904,882 5,691,928 1,555,903 9,960,002 
et WO anew ikcsavas 1932 1,584,815 5,796,752 1,744,329 9,806,505 
Diff +320,067  —104,824 —188,426 + 153,497 
1933 789,988 2,145,746 981,071 4,456,588 
CHIOGRD iis dccdiencvnsos 1932 702,720 2,230,493 1,040,986 4,200,592 
Diff + 87,268 —84,747 —59,915 + 255,996 
é— 1933 _ 776,243 2,626,575 960,064 4,593,424 
Philadelphia .......... 1932 669,865 2,647,556 1,046,017 4,573,751 
Diff +106,378 —20,981 —85,953 +19,673 
a : 1933 647,941 1,636,633 458,358 2,687,360 
Detroit ............... 1932 403,816 1,565,452 552,510 2,586,780 
Diff +144,125 +71,181 —94,152 + 100,580 
ee 1933 442,133 1,366,566 359,220 2,167,919 
Cleveland ............. 1932 410,143 1,278,927 408,073 2,097,143 
Dift + 31,990 + 87,639 —48,853 +70,776 
ee 1933 493,980 1,410,630 517,665 2,422,275 
WE BAG. oc cccnsancaede 1932 432,230 1,588,290 429,825 2,450,345 
Diff +61,750 —177,660 + 87,840 —28,070 
ee 1933 765,153 2,025,683 588,880 3,623,030 
SE re 1932 734,601 2,161,799 645,072 3,733,139 
Diff +30,552 —136,116 —56,192 —110,109 
1933 631,680 1,598,690 516,446 2,746,816 
Baltimore ............. 1932 589,987 1,668,720 576,684 2,835,391 
Diff + 41,693 —70,030 —60,238 —88,575 
1933 691,516 1,592,318 732,788 3,016,622 
Ee Awmmelee ..cccseces 1932 625,814 1,816,150 776,916 3,218,880 
Diff +65,702 —223,832 —44,128  —202,258 
— 1933 337,905 1,098,069 275,251 1,899,945 
INNS -o.ck ec c'o:na:00050008 1932 361,331 1,224,098 302,918 2,070,723 
Diff —23,426 —126,029 —27,667 —170,778 
- 1933 633,410 1,244,720 587,555 2,465,685 
San Francisco ......... 1932 597,874 616,469 2,359,554 
Diff  —- + 35,536 —28,914 +106,131 
1933 424,729 1,182,898 218,981 1,826,608 
Milwaukee ............ 1932 399,756 1,008,113 267,492 1,675,361 
: Diff —- +. 24,973 +174,785 —48,511 +151,247 
1933 604,213 2,167,106 920,635 3,691,954 
Washington ........... 1932 557,373 2,175,853 828,795 3,562,021 
aie Diff —_—-+ 46,840 ==, 747 +91,840 +129,933 
1933 376,936 1,239,252 347,690 1,963,878 
Cincinnati ............ 1932 315,294 1,249,346 363,510 1,928,150 
Diff + 61,642 —10,094 —15,820 + 35,728 
5 _ 1933 451,344 1,400,402 648,374 2,500,859 
New Orleans .......... 1932 372,251 1,562,124 507,999 2,442,374 
Diff +79,093 —161,722 +140,375 + 58,485 
1933 437,705 1,206,341 342,934 2,029,566 
Minneapolis ........... 1932 373,204 1,341,502 420,342 2,158,207 
Diff +64,501 —135,161 —77,408 —128,641 
1933 329,070 897,274 418,782 ‘1,647,898 
Seattle .............00, 1932 307,874 901,614 379,134 1,602,874 
: ‘Dift + 21,196 —4,340 +39,648 + 45,024 
1933 342,324 1,368,672 358,329 2,069,325 
Indianapolis ........... 1932 296,640 1,166,736 385,191 1,848,567 
Diff + 45,684 + 201,936 —26,862 + 220,758 
~ 1933 ~ 201,810 | 703,751 241,464 1,262,585 
Denver ............000- 1932 219,635 821,546 290,004 1,406,983 
Diff —17,825 —117,795 —48,540  —144,398 
1933 332,981 1,048,919 “316,644 1,743,544 
Providence ............ 1932 319,918 1,197,438 342,597 1,859,953 
aod ‘Diff +: 13,063 = —148,519 —25,953 —116,409 
1933 262,395 1,110,966 262,182 1,635,543 
SRIMIANUE 6c cinrcivarce 1932 250,299 1,123,169 297,593 1,671,061 
- Diff +12,096 = —12,203 —35,411 —35,518 
1933 309,859 1,281,323 241,246 ——:1,832,863 
Louisville ............. 1932 281,799 1,254,811 258,313 1,795,381 
oe Diff —_—-+ 28,060 + 26,512 —17,067 +37,482 
1933 443,740 1,071,455 262,125 1,777,320 
We: BOGE vihisicceda st 1932 390,936 1,175,510 288,666 1,855,112 
ana Diff «+: 52,804 = —104,055 —26,541 —77,792 
1933 287,842 623,943 308,930 1,220,715 
re 1932 247,640 638,518 364,926 1,251,084 
i - _ Diff + 40,202 —14,575 —55,996 —30,369 
1933 170,191 796,745 230,671 1,285,729 
MME Pctundhimessdcs 1932 173,159 788,004 274,376 1,288,234 
ee Diff = —2,968 +8,741 —43,705 -—2,505 
1933 286,412 808,472 124,446 1,219,330 
Birmingham .......... 1932 241,836 808,696 140,560 1,191,092 
: Dift + 44,576 | —224 an 6,144 + 28,238 
1933 224,068 722,559 226,077 1,274,660 
Richmond ............. 1932 190,256 778,744 251,281 1,322,065 
er +33,812 = —56,185 —25,204 —47,405 
1933 284,620 1,170,932 227,262 1,682,814 
ee es 1932 258,132 1,240,372 242,592 1,741,096 
Diff _—_—-+ 26,488 —69,440 —15,330 —58,282 
= a 1933 384,692 947,548 407,442 ~+1,739,682 
Houston .............. 1932 282,240 1,014,048 393,400 1,689,688 
Diff +102,452 —66,500 +14,042 +49,994 
Jase one 1933 267,806 478,084 _ 191,667 937,557 
Des Moms 66scwcsss 1932 258,756 560,033 223,713 1,042,502 
Diff +9,050 —81,949 —32,046  —104,945 
1933 14,437,568 42,664,200 13,829,082 73,382,096 
Co) hh era 1932 12,850,194 43,929,625 14,660,283 73,264,608 
Diff +1,587,374 —1,265,425 —831,201 +117,488 


—New York Evening Post. 


NATIONAL USERS 
OF NEWSPAPERS 
SPENDING MORE 


New York, Oct. 19.—Although na- 
tional advertising lineage in 110 
newspapers in 30 cities, as measured 
by New York Evening Post, con- 
tinued to show gains over last year 
during the month of September, local 
lineage again showed a loss over the 
same month of last year, as did 
classified advertising. 

However, the gain registered by 
national lineage in September, as 
compared with the same month of 
1932, was more than enough to off- 
set the losses in other classifications, 
the 110 newspapers as a unit show- 
ing a net increase of 117,488 lines 
for the month. 

National advertising in the 110 
papers in 30 leading cities totaled 
14,437,568 lines during September, 
1933, compared with 12,850,194 lines 


in September, 1932. This is a gain 
of 1,587,374 lines, or approximately 
12.4 per cent. Local advertising fell 
off 1,265,425 lines, from 43,929,625 in 
1932 to 42,664,200 in 1933, and classi- 
fied dropped off 831,201 lines, from 
14,660,283 in 1932 to 13,829,082 in 
1933. 

The total advertising lineage car- 
ried by the 110 papers measured was 
73,382,096 in September, 1933, against 
73,264,608 during the same month 
last year. 

The September increase in na- 
tional lineage was the third consecu 
tive increase in this classification, 
and indicates that national adver- 
tisers in general are expanding ad- 
vertising and sales activity. 

Of the 30 cities listed, 27 showed 
a gain in September national lineage 
as compared with 1932, while only 
seven showed an increase in local 
volume. In 15 cities the total lineage 
carried by newspapers in September 
exceeded the September, 1932, total. 


Garland Buck Dies 


Garland Buck, 62, pioneer pub 
lisher and founder of many papers 
in the Rio Grande valley, died re 
cently at San Antonio, Texas. 
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YARDSTICK FOR 
SALES NEEDED. 
ALLEN ASSERTS 


Major Market Newspapers 
Elect Herron 


Chicago, Oct. 19.—The_ greatest 
service the newspaper can perform 
is to make quantitative surveys of 
its territory, so that it will be able 
to tell an advertiser in any line what 
the total consumption of his product 
is in that territory, in the opinion of 
Marshall Allen, vicepresident of 
Charles Daniel Frey Company, Chi- 
cago agency, one of the speakers be- 
fore the ninth annual meeting of 
Major Market Newspapers, Inc., at 
the Stevens Hotel yesterday. 

Mr. Allen was one of a glittering 
array of talent which included Paul 
Ryan, Shell Petroleum Corporation, 
Sst. Louis; Col. A. F. Baumgartner, 
president, Thompson-Koch Company, 
Cincinnati, and W. F. Lochridge, 
vice-president, J. Walter Thompson 
Company, Chicago. 

Mr. Lochridge, scheduled to dis- 
cuss the sensational results of the 
Miracle Whip Salad Dressing cam- 
paign of the Kraft-Phenix Cheese 
Company, was forced to cut his ad- 
dress short because of illness. 


Col. Herron Elected 


Col. L. W. Herron of the Washing 
ton Star. was elected president of 
Major Market Newspapers, Inc., at 
the meeting of the board of direc- 
tors which concluded the day. Col. 
Herron succeeds George M. Burbach, 
St. Louis Post-Dispatch. 

Other officers were re-elected. They 
are: William F. Schmick, Baltimore 
Sun, first vice-president; Herb Pont- 
ing, Detroit News, second vice-presi- 
dent; Leslie M. Barton, managing di- 
rector. 

The entire staff of thirteen direc- 
tors was re-elected at the organiza- 
tion’s luncheon meeting. Besides the 
officers and retiring president, the 
list includes Harvey R. Young, Colum- 
bus Dispatch; E. E. Robertson, Kan- 
sas City Star; John F. Tims, Jr., 
New Orleans Times-Picayune; Frank 
E. Tripp, Gannett Newspapers; John 
Cowles, Des Moines Register and 
Tribune; J. Russell Knowland, Oak- 
land Tribune; Sherman Bowles, 
Springfield (Mass.) Newspapers; and 
Carl P. Slane, Peoria, Ill., Journal 
and Transcript. 

Mr. Allen, the agency research ex- 
pert, was the first speaker at the 
luncheon meeting at which several 
score representatives joined their 
publishers. He cited the automobile 
business as offering an ideal situa- 
tion from the quantitative viewpoint. 


No Measuring Stick 


“Executives going to other fields 
from other industries are always be- 
wildered,” he said, “because they 
have no ready-made yardstick such 
as automobile registrations. In other 
words, they don’t know how much 
business is being done in their line 
in any given market, hence don’t 
know how much they should do 
themselves. 

“The newspaper seems to be the 
logical agency to make these market 
Studies. If it could tell a canner, for 
instance, that its city consumes an- 
hually 1,000,000 cases of asparagus, 
it would simplify the canner’s job im- 
mensely. He would immediately 
know his relative rank in the parade 
and be able to turn on the advertis- 
ing pressure where it was most 
heeded.” 

Mr. Allen emphasized the fact that 
old statistics are now valueless and 
that newspapers have a big job ahead 
if they are to accept his challenge. 
He quoted from the Bible to illus- 
trate his point: 

“A new king came to Egypt which 
knew not Joseph.” 

“In modern phraseology,” he said, 
“the market had shifted and the ac- 
Count changed hands.” 

Paul Ryan, of Shell fame, gave an 
interesting account of the recent 


Super-Shell campaign and its re- 
sults. Before launching the adver- 
tising, Shell gave a luncheon in Chi- 
cago, for the benefit of newspaper 
representatives. A special plea for 
good position, or, as Mr. Ryan put it, 
“visibility,” was made. 

“We asked for position on or ahead 
of page 9,” said Mr. Ryan, “and 94.6 
per cent of the advertisements got 
that position. Only four papers 
failed to give us what we wanted. 
What would you do in a case like 
that?” 


Campaign a Success 


Without indicating what action 
Shell took, he explained that this 
good result was made possible in 
part by the fact that Shell gave the 
evening papers choice of Tuesday, 
Wednesday or Thursday insertions, 


while morning papers could select 
either of two days. 

The campaign was a success from 
Shell’s viewpoint, since it was so 
resultful that the advertising had to 
be halted after seven weeks because 
the company “ran out of gasoline.” 

Mr. Ryan asserted that many 
women read newspapers to get the 
department store advertising, hence 
preferred position is not important 
for such stores. He said the front 
pages could be reserved for national 
advertisers of convenience goods. 

“This would be a noble experiment, 

anyway,” he commented. 
“Col. Baumgartner warned his 
hearers against the Tugwell bill, for 
which, he said, “a certain group of 
paid workers down at Washington 
are using the facilities of govern- 
ment machinery to get support.” 


“Under the Tugwell bill, it will 
be impossible for a copywriter to pro- 
duce a piece of copy that will justify 
the expense of running it as an ad- 
vertisement. No one is going to 
take the risk of having his copy un- 
fairly construed by a bureau admit- 
tedly opposed to advertising,” he de- 
clared. 


Vitamins Needed? 


Col. Baumgartner said J. C. Clark, 
chief of the Chicago district of the 
food and drug administration, made 
a speech in behalf of the Tugwell 
bill in New York City. The New 
York Times quoted Clark as saying 
that under this bill, lipsticks, face 
powders and other cosmetics may 
be required to have a vitamin con- 
tent. 

Major Market 


Newspapers, Inc., 


was given a contrast when President 
Burbach told how St. Louis news- 
papers are advertising the endorse- 
ment of newspaper advertising given 
by Hugh S. Johnson on Sept. 29. This 
is the first time, Mr. Burbach said, 
that the government or any high offi- 
cial, has placed its official sanction 
on advertising as a whole and news- 
paper advertising in particular. 


Form Art Group 


Commercial Art Producers’ Asso- 
ciation of Wisconsin, Milwaukee, has 
been organized to draw up a code of 


fair competition for the industry. 
Irving G. Rahn, Irving G. Rahn 
Studios, is president; Charles Mc- 


Creedy, Charles E. McCreedy, Inc., 
vice-president; Edmund Groth, Mot- 
tram, Inc., secretary, and Eldred J. 
Vetter, treasurer. 


she wants lo relax 


WOULD YOU HAND HER A SKILLET? 


THERE’S ONE BEST TIME to advertise your product to a woman 
—when she’s thinking about the same thing you are For instance. 
cruise advertising, automobiles, cameras, and such pleasurable 


items are rightly placed in the section a woman turns 
pleasure and entertainment — MeCALL’S FICTION AND 


to for 
NEWS 


1S SHE WORRYING about her complexion? Her new fall clothes? 
Her figure? That side of a woman’s life offers a mood you can turn to 
your advantage Tell her about lipstick, face powder, cold cream, 
how to have gleaming teeth, at a time when she 1s giving concen- 
trated attention to the subject in MeCALL’S STYLE AND BEAUTY 


IT COSTS YOU 31% LESS TO HAVE A READER 


. 


when it echoes her mood 


TELL YOUR STORY on cooking, kitchen machinery, and child care 


When she’s reading about household 


management, meals, and babies, you're a lot more certain of an 
audience You’re talking to her at the right time when you place 
your advertisement on the pages of MeCALL’S HOMEMAKING 


WHAT IS THE 31% SAVING? Actual figures from tests made by 
Dr Starch show how many more women see, and how many more women 
read, your advertisement thanks to McCall’s new triple make-up And ad- 
vertisers report to us similar gains in results. Would you like to see the 
proof? Write McCall's Magazine, 230 Park Avenue, New York City. 


SEE YOUR PAGE IN THE NEW McCALL’S 
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@®@CLOSING the 
books on their third 
year, MopERN MaGa- 
ZINES are pleased to 
announce their annual 
gain in advertising 
lineage and revenue. 
In 1933, America’s advertisers bought 10% more 
MODERN space than in 1932. 


® During the past three years, MopERN’s circulation, 
too, has advanced unflaggingly from a half million to 
its present guarantee of 1,050,000. 


@ Despite the fact that MopeRN MaGazINEs were 
established and have operated entirely during the 
nation’s worst depression, when advertisers every- 
where were trimming lists and appropriations, and 
when the decrease in public purchasing power was 
cutting into all circulations, MODERN MAGAZINES have 
never yet shown a loss in advertising or circulation. 
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© This unique triumph over unfavorable surroundit 
conditions could have been achieved only by a produ 
of real merit ... (a statement, by the way, which 
accurate as well as high-sounding). MopDERN’s me 
lies in a publishing formula designed for the greate 
good of reader, advertiser and publisher. 


@® The basic ingredient of this formula is 100 
VOLUNTARY READERSHIP, by which: 


THE READER gets a magazine she wants. We have her word for it, 
livered in the most reliable expression of reader interest yet discover 
the single copy sale. MopeRN MaGazines’ circulation is 99.9% single cop 


THE ADVERTISER gets a more responsive, a more sellable audie 
because, appearing in a wanted, read magazine, his selling message win 
more intense degree of reader attention. 


THE PUBLISHER simplifies his circulation organization, needs no exp 


sive boy sales nor subscription-getting corps, can direct the money ordino 
ily spent on premiums and other circulation prods, into the continual b 


terment of his magazine’s editorial worth. 
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Borden's Eagle Brand Condensed Milk 
Eastman Kodak Verichrome Film 
Johnson's Clo-Coat Floor Polish 


Lifebuoy Soap 
Rinso 
Cocomalt 
Kellogg's All Bran 

Singer Sewing Machine Co. 
Chesterfield Cigarettes 
Lucky Strike Cigarettes 
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Sal Hapatica 

Bauer G Black's Blue Jay 
Resinol 

Chesebrough Vaseline 

Norwich Pharmacal Co.’s Amolin 


ndi} © Add to this basis the valuable ingredients of : tints Honey © ‘Vanishing Cream 
‘odul ~SELLABILITY—Mopern’s readers are young, shop- Djerkiss 


Pompeian 


ich} ping women who buy their magazines right in the Venida Shampos, Waves 
met market place—the outlets of seven leading syndicate Kleinest's Brees 


Odorono 


eaty store organizations ; Kissproot Lipstick 
CONCENTRATION—Mopern’s readers are 93.1% le-Gur Woverst 


004 urban dwellers, living in the busy, populated markets, ae Se So 


Cc *s Italian Bal 
near your dealers—where you can actually sell them i ee 


; ar h. i 
the goods, once you’ve sold them in print; Realshine Shoo Polish 


"1 ECONOMY—You can reach 1,050,000 Mopern women American Chicle Cu a 
for $2,100, a guaranteed cost per-page-per-1,000 og eg thigh ue 


of $2.00. Actually, based on MopErn’s current delivery pe org 


audio) of 1,131,000, this rate has already descended to $1.86 es ne reparations 


...and will undoubtedly go even lower in 1934! Remngton-Rand 


N 
® That is the common-sense formula, the reason why pool Gist Face Powder 
MopERN MaGaAZINES grow more important, year after F Tangee Li 


“ . . 9 ° 7 . 
ually = Year, in the selling plans of America’s leading adver ET 


own plans? Clopay Window Shades 
tisers. How do they fit into your p Thinc Hand Cream 

Blue Waltz Perfume 
Pacquin’s Hand Cream 
Eden’s Wave 

Grove’s Bromo-Quinine 
lronized Yeast 

Moonglow Nail Polish 
Nestle Colorinse, Shampoo 
Radio Girl Cosmetics 
Farr’s for Gray Hair 


BAe : 
14,050,000 nm0mEaE 
pie: m e ps 
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' 3 = = a" \*8 Paramount Pictures 
“ie: te os. § Warner Bros. 
RKO-Radio Pictures 
Universal Pictures 

Fox Film Corp. 
Columbia Pictures 
United Artists 

Dr. Ellis’ Waveset 
Model Brassieres 

Pogo Rouge 

Scolding Locks Hairpins 
Tekero 

Winx 

Ey-Teb 


... and many others 
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Dempsey Is President 
of St. Louis Juniors 


William O. Dempsey, national ad- 
vertising department, St. Louis Star 
and Times, has been elected presi- 
dent of the Junior Advertising Club 
of St. Louis. 

Other officers are Milton Jungbluth, 
Russell Pharmacy; Robert G. Adams, 
and Tom Shepherd, Monotype Type- 
setting and Foundry Company, vice- 


presidents; Harry Shatzman, Mis- 
souri Pacific Lines, secretary, and 
Juel Swyers, Premier Engraving 


Company, treasurer. 


Eby Names Gray 
H. H. Eby Mfg. Company, Phila- 
delphia, maker of radio parts and 
accessories, has appointed Jerome B. 
Gray Company, Philadelphia. 


Broadcasting 
Sales Showing 
| Upward Trend 


New York, Oct. 19.—-While still be- 


low totals for the same month of 
1932, chain broadcasting figures in 
September showed an encouraging 


trend, with time sales for the month 
totaling $2,102,809, compared with 
$2,492,951 in September, 1932. Of 
the 1933 amount, National Broad- 
casting Company sales were $1,555,- 
606, and Columbia Broadcasting Sys- 
tem’s share was $547,203, according 
to National Advertising Records. 
Total sales of chain time for the 


first nine months of 1933 were $21,- 
097,375, compared with $30,005,614 
for the same period in 1932. 

The largest gain over the same 
month of last year was in the auto- 
motive industry classification, which 
jumped from $78,162 last year to 
$209,387 this year; while the larg- 
est loss was registered by cigars, 
cigarettes and tobacco, this classifi- 
cation slumping from $366,401 to 
$113,277. 

Most of the other classifications 
varied comparatively little from 1932 
figures, with the exception of lubri- 
cants and petroleum products, which 
increased from $182,161 in 1932 to 
$243,479. 

Pepsodent Company again held the 
premier place on the air in Septem- 
ber, its expenditures for chain time 


totaling $129,836. Standard Brands, 
spending $115,630, was second. Other 
large users of chain time during the 
month included: 

Buick-Olds-Pontiac Sales Company, 
$64,040; Ford Dealers of Cleveland, 
$61,836; General Foods Corporation, 
$85,093; General Mills, $58,331; Gulf 
Refining Company, $50,905; Kraft- 
Phenix Cheese Corporation, $49,670. 


Picks Buchen 


Advertising of the Gardner-Denver 
Company, Quincy, Ill, has been 
placed with the Buchen Company, 
Chicago. 


Agency Moves 
The Acorn Agency, Inc., has moved 
to the RKO Bldg., Rockfeller Center, 
New York. 


ae 


IN READER INTERE 


¢ Subscription renewals reflect reader in- 


terest. 


NO subscribers in arrears. 


LEADERSHIP means the most effective 


and economical sales medium. 


The Automotive Business Magazine 


@ MoToR’s figure is 70.76%— 
the highest in the field. @ MoToR carries 


@ Such 


in Paid Circulation 


in Advertising Lineage 


in Reader Interest 


as an Advertising Invest- 


ment 


COMPROMISE ON 
“PRICE-FIXING” 
IN CODES SEEN 


Selling Below Invoice Cost 
To Be Banned 


Washington, D. C., Oct. 19.—While 
events of the past week here have 
made it extremely difficult to de. 
termine whether or not the govern. 
ment has adopted a definite policy 
toward the stop-loss provisions of 
retail codes, indications now are that 
it has, and that the policy to be fol- 
lowed calls for a compromise be- 
tween those seeking inclusion of the 
provisions in all retail codes and 
those endeavoring to exclude them. 

Under this policy, all “cost-plus” 
provisions in the codes will be 
barred, and in their place will be 
substituted provisions which pro- 
hibit the sale of merchandise at less 
than invoice cost. Thus, it is be 
lieved, loss leader selling will be 
prohibited, while at the same time 


tection against “price-fixing.” 


nite policy in regard to the stop-loss 
provisions in various retail codes 
was brought to a head last week 
when hearings on the grocery and 
food code were held by the AAA, 
which has charge of all but wage 
and iabor provisions in all codes af- 
fecting agricultural products. 


Internal Dissension 


Administrator George N. Peek of 
the AAA had previously intimated 
strongly that the AAA was opposed 
to the inclusion of any pricing pro- 
visions whatever in retail codes, 
while Gen. Johnson had let it be 
known that he felt the cost-plus-ten- 
per cent provsion of the general re- 
tail code was equitable, inasmuch as 
the cost of doing business in all lines 
greatly exceeded ten per cent of the 
wholesale cost of merchandise. 

The consumers’ advisory council 
of the NRA sided with Mr. Peek, 
however, and as a consequence it 
was determined to reconcile these 
conflicting opinions between the govy- 
ernment branches before finally ap- 
proving either the grocery code, 
under AAA authority, or the general 
retail code, over which NRA has 
jurisdiction. 

After a series of conferences be 
tween Administrators Peek and 
Johnson, it was announced that the 
compromise outlined above—elim- 
inating cost-plus provisions, but pro- 
hibiting sales at less than invoice 
cost, had been reached. 

The United States News, for in- 
stance, which purports to publish 
only official news of the various gov- 
ernment departments, announced in 
its issue of Oct. 14 that “price fixing 
for retail stores—an issue that had 
delayed for weeks the signing of a 
general retail code—was ruled out 
officially Oct. 13.” 

“Under the agreement reached,” 
the publication said, “neither the 
code for food stores nor the code for 
other retail stores will contain a 
‘loss-limitation’ or ‘mark-up’ provi- 
sion. But written into the code is 
to be a provision against selling be- 
low ‘invoice cost.’ ” 

Apparently this did not finally de- 
cide the issue, however, since the 
White House let it be known this 
week, following the visit of a retail 
delegation which demanded reten- 
tion of the cost-plus-ten-per cent pro- 
vision, that the President has _ per- 
sonally taken charge, and has not as 
yet made a final decision. 

It was indicated, however, that the 
President leans favorably toward the 
solution worked out by his two ad- 
ministrators, and that he will prob- 
ably suggest this idea to the retail- 
ers in the near future. 


Baxter’s New Work 


John H. Baxter has joined the staff 
of H. Charles Sieck, advertising 
agency, Los Angeles. 
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PURITY PROGRAM 
FFFECTS UNIQUE 
THEATER TIE-UP 


is Now Regular Part of Roxy 
Performances 


(Picture on Page 28) 


While | New York, Oct. 19.—As the Tays- 
have jee Bread broadcast, sponsored by 
oO de. “purity Bakeries Corporation, Chi- 
ver: # ogo, enters the third week as a 
policy regular stage attraction at the Roxy 
“= Theater here, Hanff-Metzger, Inc., 
® that F station WOR, the advertiser and the 
e fol theater are all more than ever con- 
e be yinced they have something unusual. 
of the Accompanying this pleasant realiza- 
; and tion is the question as to whether 
them, the theater should contribute to the 
“plus”, «ost of the attraction when the con- 
4 be tract is renewed. 
oa The Taystee Bread broadcast-act 
t less | took to the Roxy boards Oct. 2 on a 
is be * 13-week contract calling for 15-min- 
ill be | ule broadeasts at 8:15 on Monday, 
time Wednesday and Friday. While not 
e pro- the first broadcast to become a stage 
th@eature, it was the first to make a 
. deg.ef regular booking. 
p-loss Like other agencies which handle 
codes |, outstanding programs, Hanff-Metzger 
week | has been overwhelmed with requests 
y and | for broadcast tickets. The last year 
AAA, | has witnessed the growth by leaps 
wage } and bounds of an army of radio fans 
es af- | Who regularly seek recreation at the 
broadcasting studios. So that they 
and their party may enjoy a com- 
plete evening of free, high-grade en- 
ek of | tertainment, they have learned to 
mated make every effort to secure tickets 
posed for several broadcasts the same eve- 
y pro- ning. 
codes, Many Benefits Derived 
it be Consequently, when Hanff-Metzger 
is-ten- | conceived the idea of offering the 
al re- |] broadcast to the theater, there was 
ch as | ample proof of public interest which 
lines | could be turned into box office re- 
Mf the | ceipts. Advertiser and agency were 
willing to take pay in increased cir- 
yuncil } culation for the broadcast and relief 
Peek, from the entreaties of life-long cus- 
ice it | tomers who would drop allegiance 
these forthwith if two tickets were not to 
> SOV- | hand for the only evening Cousin 
y ap | Ella would be in town. 
code, With the idea of filling as many 
neral as possible of the theater’s 6,200 
- has seats when the broadcast went on, 
Purity Bakeries launched an inten- 
" . sive pre-opening drive to merchan- 
t a dise the act. 
-elim- Outserts affixed to the approxi- 
t pro mately 2,000,000 loaves of bread the 
voice company distributes each week in 
New York carried the announce- 
wr in- ment, as did special window dis- 
iblish Plays, posters on the company’s 500 
3 gov- trucks and overlays on the adver- 
ed in tiser’s outdoor showings in this area. 
fixing Copy featured the line, “Tune in or 
hed Visit the Roxy.” 
of a One result was that the Roxy had 
1 out the best week in months the week 
the act opened and has enjoyed con- 
shed,” siderably above average houses since. 
» the Another was that the theater began 
le for to merchandise the broadcast vigor- 
1in a ously on its own account, both to 
provi- | Utilize the broadcast as a drawing 
de is card and to encourage the advertiser 
1g be- to renew the contract on the gratis 
basis. 
ly de- So far, the Roxy has put up the 
e the advertiser’s display material in 
. this lobby and interior, featured the 
retail broadcast in its direct mail and pre- 
reten- pared a trailer which is shown on 
t pro- | every program. 
3 per: With the house’s ready assent, the 
10t aS | company will install a counter in the 
lobby next week at which outgoing 
at the Patrons may pause for a sample of 
‘d thé | Taystee bread, two slices neatly 
0 ad- Wrapped in cellophane, and a printed 
prob’ | word or two. An invitation to pat- 
retail’ | ronize the sample counter will be 
voiced by the broadcast’s principal 
characters immediately following 
| their turn. 
, The broadcast v.ses a special stage 
> staff 7 sot symbolizing the sponsor’s  in- 
tisimg PT dustry. The, oandsmen are dressed 


in bakers’ uniforms. Performers 
read from scripts, as in the studio, 
and the “machinery” is kept in plain 
view. 

Among the reasons why Hanff- 
Metzger executives are agreeably im- 
pressed is the evident pleasure of the 
audience in feeling they are a part 
of the act. They even seem to wel- 
come the opportunity afforded by the 
“takes” to learn a little more about 
Purity products. 

“The consideration and friendly 
interest of the audience is really re- 
markable,” said S. E. Andrews, con- 
tact man in the agency’s Chicago 
office, who is here this week in con- 
nection with the broadcast. “They 
keep perfectly quiet until time to 
applaud, and, as a final gesture of 
appreciation and good will, mark the 
closing strains of the theme song 


which ends the broadcast with a 
round of handclapping.” 

WOR thinks there will be other 
developments similar to the Taystee 
Bread broadcast-act in the near fu- 
ture. The station says no great diffi- 
culties are involved if the station is 
well-equipped and the theater is well- 
managed and helpful. 

Theaters open to such arrange- 
ments will not be fully satisfied, 
however, until the broadcasts avail- 
able to them can be scheduled so as 
to make an act of equal length for 
each evening performance through- 
out the week. 


Picks Tuthill 


Doehler Metal Furniture Company, 
New York, has appointed Tuthill Ad- 
vertising Agency, New York. 


“Movie Mirror” Rates, 


Circulation Increased 


Effective with the April, 1934, is- 
sue, the circulation guarantee of 
Movie Mirror, a member of the Mac- 
fadden Romance Group, will be in- 
creased to 300,000. This is an in- 
crease of 200 per cent over the 100- 
000 guarantee given for the paper’s 
June issue—the first issue under 
Macfadden management. 


Coincident with the increased cir- 
culation guarantee, the advertising 
rate of the paper will be increased to 
$1.50 per line and $600 per page. The 
present rate of $400 a page holds 
good through the March, 1934, issue. 

Advertisers who have already con- 
tracted for space in the Romance 
Group of four publications for 1934, 
however, will be given the benefit 
of the extra circulation on their 
group contract. 


Prince Albert Gets Break 


Current comic strip copy for Camel 
cigarettes provides room for a sep- 
arate comic strip for Prince Albert 
pipe tobacco, another product of 
R. J. Reynolds Tobacco Company. 
Prince Albert has not been consist- 
ently advertised in publications for 
some time. 


“Fur News” Picks Rep 


Fur News, Denver, Colo., has ap- 
pointed Ewing Hutchinson Company, 
Chicago, as representative in the 
middle west except Missouri. 


Appoints Mathes 


Expello Corporation, Dover, N. H., 
moth killer and cleaner manufac- 
turer, has appointed J. M. Mathes, 
Inc., New York. 


BANK CLEARINGS - :- - 
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ae Clearings in Louisville have been well above 
the 1932 figures and this improvement, as compared 
with the average of twenty representative cities through- 
out the nation, indicates that business conditions in this 
market are considerably above the general level. 


And to reach and sell the Greater Louisville market, 
Kentuckiana, you need use only one medium at one 


low cost-- 


Louisville clearings 
are running well 
above the average 
in tmprovement 
over 1932 levels - - 


The industrial and agrt- 
cultural diversity of this 
market have made it one 
of the first in the nation to 
feel the effects of the re- 
covery programme. 


The Conrier-Zourual. 
THE LOUISVILLE TIMES. 


Major Market Newspapers, Inc. 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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Rule Barring Dental 
Advertising Is Upheld 


Attorney General Bennett of New 
York this week upheld the legality 
of a rule by the state board of regents 
prohibiting dentists from advertis- 
ing in newspapers and radio. 

Of 10,000 dentists in the state, 
2,500 petitioned for enforcement of 
the rule, which was promulgated last 
March. It bans in addition adver- 
tising professional superiority or 
price and using glaring illuminated 
signs, solicitors or publicity agents. 


A. A. A. A. Post for Ewald 


Henry T. Ewald, president, Camp- 
bell-Ewald Company, Detroit, has 
been appointed chairman of the com- 


mittee on outdoor advertising of the | 


American Association of Advertising 
Agencies. 


Legal Aspects 
Of Whisky Copy 


Cause Debates 


New York, Oct. 19.—Joseph Schultz, 
attorney for Macfadden Publications, 
told ApverTISING AcE that it would 
be possible to repeal the Webb-Ken- 
yon act, replacing it with legislation 
so worded as to classify liquor as an 
article of interstate commerce, while 
preserving the right of dry states to 
prohibit liquor sales. 

If this should be done, he said, dry 
states could not interfere with dis- 
tribution of magazines or news- 
papers containing liquor advertising, 
as such copy would possess an im- 


munity similar to that now enjoyed 
by cigarette advertising, no restric- 
tion of which is constitutional in 
states where cigarette sales are 
illegal. 


Bulletin Issued 


Mr. Schultz is preparing a brief on 
this subject and it will be completed 
in the immediate future. 

Following the announcement that 
Macfadden Publications would ac- 
cept liquor advertising, Time joined 
the parade this week, carrying a 
teaser advertisement for Sandy 
Macnab whisky. 

National Publishers Association is- 
sued a bulletin saying that “repeal 
of the eighteenth amendment does 
not eliminate the Webb-Kenyon act 
and Reed amendment thereto. 

“Therefore, we will possibly have 


a situation that will make the carry- 
ing of liquor advertisements into dry 
states a violation of federal law. As 
to what action might be taken by 
the federal government or individ- 
ual dry states, we are not in posi- 
tion to advise.” 


The bulletin also pointed out that 
it is necessary to get approval of 
the Solicitor General of the Post 
Office Department for any whisky 
copy now run. 


Form Bryan-Hoskins 


R. E. Bryan, formerly with Chain 
Store Age, and Guy S. Hoskins have 
formed the Bryan-Hoskins Company, 
to act as manufacturers’ sales rep- 
resentatives to the chain store field. 
Offices are at 1107 Broadway, New 
York. 


Something New 


@ Visomatic replaces the old, cumbersome, waste- 
ful ideas of selling and training. A new and 
almost magical way to sell is now yours. 


has hit the 
Selling World. 


vestigate 


@ When 51 of America’s leading com- 
panies adopt Visomatic in rapid succes- 
sion, truly “Something new has hit the 
Selling World”. .. with a powerful wal- 
lop. And, that something should demand 
your immediate investigation. 


@ What is this Visomatic, you say? It 
baffles complete description in this 


limited space, but a host of prominent 
users enthusiastically verify that Visomatic, ‘The Illustrated Voice 
of Business,” is an Unequalled method for transmitting any type 
of sales message to any type of audience (individuals or groups). 


@ Visomatic is a fascinating unique invention, covered by basic 
patents which for the first time combines sight and sound, simply 
and inexpensively. Not sound movies, not radio television but 
the best features of all visual and sound methods, with the expense 
cut out and complications removed. The possibilities are that 
Visomatic can solve your most baffling sales problem. 


VISOMATIC SYSTEMS, INC. 


Send for booklet describing the accomplishments of Visomatic 
with dozens of America’s leading companies. Or better still, 
write, wire or telephone for immediate demonstration. 


Something NEW has hit the selling world—INVESTIGATE! 


VISOMATIC 


e 292 MADISON AVENUE e NEW YORK CITY 


LIQUOR COPY — 
IS ACCEPTABLE 
T0 NEWSPAPERS 


“Chicago Tribune’ Is On 
of Exceptions 


New York, Oct. 19.—The majority 
of the country’s largest newspaper; 
will accept whisky advertising, , 
poll by the American Newspaper 
Publishers Association indicates. 

Only about 300 of the 400 news. 
papers represented in the member. 
ship have replied to the association's 
questionnaire thus far. About % 
per cent of those answering indicateg 
that whisky advertising will be ae. 
ceptable when the copy meets the 
publisher’s requirements. 

Another 18 per cent will not ae. 
cept whisky advertising under any 
conditions. The remaining 7 per 
cent have reached no decision. 


“Chicago Tribune” 


Turns Thumbs Down 

Chicago, Oct. 19.—The Chicago 
Tribune, one of the most militant 
foes of prohibition, announced in a 
full-page advertisement today that it 
will not accept liquor advertising, 
The Chicago Daily News made the 
same announcement yesterday in its 
editorial columns. 

The Tribune’s prohibition applies 
to “whisky, brandy, rum and similar 
liquors.” 

“Because it does not subscribe to 
the doctrine of unlimited custodial 
prevention as a substitute for self- 
restraint,” said the advertisement, 
“the Tribune fought prohibition from 
the start. It has persisted in its 
stand. 

“Now, with sweeping victory at 
hand, it might be expected that the 
newspaper which dry zealots ar- 
raigned as ‘America’s wettest news- 
paper’ could with consistency accept 
liquor advertising. 

“The Tribune will not accept such 
advertising. Long before ratifica- 
tion of the eighteenth amendment 
the Tribune refused to accept it... 
It will accept advertisements. of 
wines and beers. It does not advo- 
cate their use, but believes it is 
preferable to the liquor and cocktail 
habits developed during prohibition.” 


ger, said that the Tribune will not 
permit department stores to men- 
tion liquor even as one of many 
items in an advertisement. 


Rockefeller Would 


Restrict Advertising 


New York, Oct. 19.— Advertising 
of liquor, other than light beer, 
would be “rigidly restricted or for- 
bidden” under a program laid down 
by the Rockefeller survey. It laid 
down this platform: 

“1. Newspaper and magazine ad- 
vertising to contain nothing beyond 
the name, the address, the date of in- 
corporation of a manufacturer or 
dealer, a coat of arms or trade mark, 
and a description in the simplest 
terms of the article or articles dealt 
in, such as ‘Kentucky rye whisky,’ 
or ‘Cointreau,’ or ‘Italian vermouth.’ 

“2. All additional advertising mat- 
ter, including slogans, to be pro 
hibited except on approval of the 
state licensing board. 

“3. All outdoor advertising except 
on the premises where sold or manu- 
factured to be prohibited. 

“4. All advertising matter at- 
tached to vehicles owned by manu- 
facturers, distributors and dealers to 
be subject to the same restrictions 
as publication advertising. 

“5. All advertising through the 
use of calendars, pencils, golf balls, 
thermometers, free samples, cut rate 
sales, etc., to be prohibited. 

“6. Radio advertising to be sub- 
ject to the general rules outlined for 
publications.” 


Crowhurst Is Dead 


Percy Crowhurst, owner and pub- 
lisher of the Kenilworth, N. J., Press, 


died at his home last week. 


W. E. Donahue, advertising mana- . 
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STEELE TELLS 
STRATEGY BACK 
OF RED CROWN 


Likes Good Position, Clear 
Halftones 


(Continued from Paye 1) 


ule of advertising parallels the con- 
sumer’s buying habits, Mr. Steele in- 
dicated. Surveys have proved that 
the average family buys gas two or 
three times a week. It is a low: 
priced product which can be bought 
anywhere. Between purchases the 
motorist is subjected to many other 
buying urges. 

“Hence,” related the advertising 
manager, “we don’t run our adver- 
tising in 1,800 newspapers two or 
three times a week to show our com- 
petitors that we are going to adver- 
tise just as much as they are, but to 
sell the motorist and keep him sold 
on Red Crown.” 

Standard Oil copy averages about 
1,200 lines, Mr. Steele said. When 
the size is dropped, the company has 
found, it requires twice as many in- 
sertions to get as many readers to 
see the copy. 


Newspaper Make-Up Better 


Mr. Steele applied a gentle criti- 
cism to the newspapers when he said 
that of the 1,800 used, only 17 have 
recently presented what he termed 
“product solicitations.” He placed 
all disinterested surveys in this class, 
which he contrasted with the “me, 
too” type of selling. 

He expressed the opinion that 
newspapers are using more intelli- 
gent make-up methods, saying that 
only three failed to cooperate with 
Standard Oil. The advertiser who 
takes large copy appreciates having 
the only display on the page, sharing 
it with live news stories, or, as in 
the case of The Chicago Tribune in 
one instance, news photographs. 

Standard Oil also seeks position at 
the top of the page, Mr. Steele as- 
serting that an advertisement above 
the fold means 15 per cent more 
readers than see the same copy on 
the lower half of the page. 

The spring campaign on service 
was characterized as a remarkable 
success, having the two-fold result 
of inspiring the Standard Oil organi- 
zation to redouble its efforts and cre- 
ating remarkable interest among mo- 
torists. 

“We took care that none of our at- 
tendants at service stations prof- 
fered the cards to motorists unless 
they requested them,” said Mr. 
Steele. “The cards themselves were 
far from being the easy-to-fill-out 
type. When a motorist did ask for a 
card, he was giving himself quite a 
task to perform. 


Want Better Reproduction 


“In spite of these facts, cards or 
votes in this contest were registered 
by 37.7 per cent of all the motorists 
in our territory.” The winners were 
then announced in full-page news- 
paper advertisements. 

Mr. Steele said the cessation of 
newspaper advertising during the 
bank moratorium was immediately 
reflected in sales volume. He paid 
a high tribute to color in newspapers, 
referring to it as “a hypodermic 
needle,” as far as getting results is 
concerned. 

While many advertisers are con- 
cerned with lower space costs, Mr. 
Steele took the opposite viewpoint. 

“Charge enough to make it pos- 
sible to give us good reproductions 
of halftones,” he urged. “We use 
lots of pictures and the difference be- 
tween good and bad halftones means 
the difference between good results 
and almost none. In one case, we got 
25 per cent results with a good half- 
tone; when the cut was blurred, re- 
Sults fell to 2 per cent. 

“Standard Oil of Indiana has spent 
More money in newspaper advertis- 


before. You may infer, therefore, 
that our faith in newspaper advertis- 
ing remains unshaken.” 


Panton and Cc arter 


Join Thomas Reese 


McBride Panton, for three years 
with Ruthrauff & Ryan, has joined 
the copy department of Thomas H. 
Reese & Co., Inc., New York. 

Frances K. Carter, formerly with 
Riis & Bonner and Benjamin Sonnen- 
berg, has joined the agency in charge 
of fashion publicity. 


With Earnshaw-Y oung 


Austin C. Ring has been appointed 
vice president of Earnshaw-Young, 
Inc., Los Angeles advertising agency. 
He will be in charge of the eastern 
office, 1775 Broadway, New York. 


Urge Active 
Fight Against 
Tugwell Bill 


Chicago, Oct. 19.—The Tugwell 
bill was one of the leading subjects 
on today’s program of the News- 
paper Advertising Executives Asso- 
ciation. Two speakers urged that 
the bill be opposed, though they 
differed somewhat in specific recom- 
mendations. 


Opposing Views Aired 
Frank E. Tripp, of the Gannett 
Newspapers, said he doesn’t believe 
the bill will pass in its present form. 
He told the newspaper men not to 


be panicky and to be calm in their 
opposition to the measure. 

Edwin S. Friendly, of the New 
York Sun, believed, on the other 
hand, that quick action is necessary 
and that newspapers should not 
stand on ceremony in making their 
attitude known to their representa- 
tives in congress. 

The meeting revealed that with 
growing lineage, the newspaper men 
are less concerned than formerly 
over national advertising getting into 
their papers over local signatures. 


Urged Equalization 


One representative of a _ large 
newspaper even urged that national 
and local rates be equalized. The 
chief need is that national adver- 
tisers be encouraged to use news- 


papers, he said, and the details are 
unimportant. At least, they should 
not be penalized, he asserted. 

Nude women in theatrical and 
movie advertising came in for dis- 
cussion. Many complaints have been 
received by newspapers on this 
score. There was some doubt in the 
publishers’ minds, however, whether 
they were inspired by the illustra- 
tions in the copy, or the fact that 
the performance advertised failed to 
live up to its advertised claims. 


Nash Promoted 


Archie L. Nash, at one time with 
the Buffalo Times, and for the past 
three years acting national advertis- 
ing manager of the Pittsburgh Post- 
Gazette, has been named national 
advertising manager of that paper. 


OUNGER families can’t stay at 


To the movies, in the car. To 


home. They must go places 
...do things. . . see things. 


Because more than 400,000 
Chicago American families are 
younger, and more active, go 
more, they are a preferred mar- 
ket for motor cars and everything 
that a car requires. 


The automotive industry rec- 
ognizes this quality of the Chi- 
cago American market. In 
Chicago the American led all 
daily newspapers in 1932 in 
automotive advertising lineage.* 


That the American appeals to 
active, younger families ‘‘who 
are or who think under 40”’ is 
capitalized by still another great 
industry. 


Advertisers of amusement 
and entertainment use more 
lineage in the American than in 
any other daily newspaper in 
Chicago—and have for years. 


the theatre, in the car. Toa cafe, 
in the car. To the bridge game, 
to tea, to the concert, to the 
football game, to the country 
club—always in the car. 

More miles per family is a tan- 
gible advantage of the Chicago 
American market. It is real, it 
can be cashed in. 

It pays off with greatest profit 
when the American is used con- 
sistently with well conceived, 
forceful advertising copy. 


*Authority: Media Records, Inc. 


CHICAGO AMERICAN 


a good newspaper 
Now in its THIRTEENTH YEAR OF CIRCULATION LEADERSHIP in Chicago's evening field 


ing during the depression than ever 


National Representatives: Rodney E. Boone Organization 
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ca ae 


MAKE 


YOU OR BREAK you! 


.-- loyal and lavish if you talk to her where 
she'll listen . . . slight her and she'll leave 
wide gaping holes in your sales record. 


She represents America’s glamorous 20’s . . . life, laughter and loveliness. 


Romantic young womanhood at the threshold of her physical charm and 


attractiveness. 


More important, she’s the front of the crowd .. . not the arbiter of the 


mode but the influence that determines whether it is to live or die. ‘“Thumbs 


up” and the sales curve rises—‘‘down”’ and your troubles begin. A million of 


her read the Romance Group of Magazines. Keyed copy advertisers can 


show you records which prove that these romantic youngsters are the most 


responsive audience in America. They’ll tell you, too, there is no dealer 


influence like demand. The Romance Group creates it. 
* 


WHEN YOU BUY THE ROMANCE GROUP 
YOU'RE BUYING SALES ...NOT HOPES 


TRUE ROMANCES .. 
MOVIE MIRROR 


- TRUE EXPERIENCES .. 


1100,000 FOR 


( Guaranteed ) 


$1760 A PAGE 

.... AMERICAS MOST 

RESPONSIVE BUYING 
AUDIENGE 


0 5 


- LOVE and ROMANCE 
RADIO MIRROR 
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4 TRUCH CROPPED A Laat 


CONOCO 
a 


SANKA 
} aren 


COFFEE rs 


foe Dri 6 and sp 


Two new treatments of the strip idea which are now appearing in 
newspapers. At left is Sanka Coffee's magazine illustration and short 
short story copy. At right, typical new 7 for Conoco, in which 


the strip is sandwiched in between parts of t 


SANKA “STRIP” 
COPY TAKES ON 
NEW TECHNIQUE 


New York, Oct. 19.—A _ variation 
of the strip treatment has been in- 
troduced in the newspaper advertis- 
ing of General Foods’ Sanka caffein- 
free coffee with a type of illustration 
employed by quality magazines, a 
novel absence of balloons and the 
appeal of the short short story. 


The purpose is to build a quality 
atmosphere around the _ product, 
which, owing to the extra processing 
required in removing the caffein, is 
priced somewhat higher than _ or- 
dinary coffees. 

Combined with the drawings com- 
prising the strip are brief, humorous 
bits of monologue in dialect. The 
first strip of this kind, as related 
by an English butler to another do- 
mestic, covered the conversion of 
“his Lordship,” a knowing old Eng- 
lish gentleman and Malabar coffee 
planter, to the ranks of caffein-free 
coffee users. 

The first scene of the episode is in 
a drawing room where his lordship 
declares that no one could tell him 
anything about coffee, with her lady- 
ship, the hostess, taking the _ state- 
ment calmly. Subsequently, his 
lordship insists that caffein cannot 
be removed from coffee without rob- 
bing it of the rich, mellow, full- 
bodied aroma of that which he is 
drinking. Learning that he is drink- 
ing Sanka, he “became highly ex- 
cited,” and ordered a pot for the 
sleep test from the butler. As a 
result: 

“This morning his lordship was 
chipper as a lark. Said he never 
winked an eye all night. Told me 
to see that cook carried through with 
Sanka. Slipped me ten bob—good 
old sportsman, his lordship.” 


Expands Use of Technique 


In a future advertisement, a Jap- 
anese servant will discuss, in con- 
fused English, his master’s Sanka 
experience. 

Young & Rubicam, Inc., are re- 
sponsible for the work. Sid Ward 
and Ted Patrick, who handle all 
Sanka copy, wrote the monologue 
and accompanying sales message. 

The drawings were done by Wal- 
lace Morgan, whose work has ap- 
peared in many quality magazines, 
including= Harper’s. He was com- 
missioned to do the Sanka work 
because of his complete understand- 
ing of day to day happenings and 
fine points in the lives of the great. 

Use of the new strip is being ex- 
tended to other papers than those 
in the east where it first appeared. 


e conversational copy. 


Eventually all papers in the Sanka 
schedule will get it, along with a few 
magazines. 

While the new strip copy will be 
injected in the current campaign at 
intervals, the photographic _ strip 
with its balloon messages and short, 
price-omitting general messages will 
be continued. 


Stodghill Raps 
A.B.C. ‘Outside 
Investigations 


Chicago, Oct. 19.—Howard W. 
Stodghill, business manager of the 
Louisville Courier-Journal ani 
Times, expressed his unalterable op 
position to “outside investigations’ 
by the Audit Bureau of Circulation 
in an address before the Central 
States Circulation Managers Assoc: 
ation at the Congress Hotel this 
week. 

Mr. Stodghill, who is a member of 
the A. B. C. board, said such inves 
tigations may be justified in theory, 
but not in actual practice. Under 
this system, he said, substantial de 
ductions may be made from a news 
paper’s circulation, with the publish 
ers being given no opportunity to 
present their side of the case. 

“If my only achievement during 
my two years on the board were t0 
discredit such methods, I should feel 
well repaid for my efforts,” concluded 
Mr. Stodghill, who reached his pres 
ent position via the  circulatio 
route, and is considered one of the 
country’s leading authorities 
newspaper circulations. 


Appleton with Grombach 


Colonel E. N. Appleton, former! 
of the Army Intelligence Depart 
ment and Congressional Medal @ 
Honor man, has joined the contat! 
and sales staff of Jean V. Grombach. 
Inc., radio programs and electrical 
recordings, New York. 


Miss Schellhase Named 


Betsy Anne Schellhase, recently 
Helena Rubenstein, Inc., and prt 
viously with Fuller & Smith & Ros 
Inc., in New York and San Frat 
cisco, has joined Benton & Bowles ® 
copy writer in New York. 


Two for Briggs & Varley 


Briggs & Varley, New York, have 
been named to handle advertising 
the Mountain Valley Water Compaty 
and Weston-Schramm, maker 
Rolex Electric Masseur. 


New Sport Paper 

The first issue of Squash-Badmil 
ton, a monthly magazine, will be pub 
lished Nov. 1 by American Law 
Tennis, Inc., 500 Fifth Ave., Ne® 
York. There will be six editiot 
yearly, covering the winter months. 
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HEART AILMENT 
ENDS CAREER OF 
HUGH BANCROFT 


19.— Hugh Ban- 


New York, Oct. 


croft, 54-year old president of the 
Financial Press Company and of 
Dow, Jones & Co., died suddenly 


Tuesday of heart disease at his home 
at Cohasset, Mass. Illness had pre- 
vented his being fully active in busi- 
ness for more than a year. 

As head of the Financial Press 
Company Mr. Bancroft was the pub- 
lisher of The Boston News Bureau, 
Boston financial daily, The Philadel- 
phia Financial Journal, and Barron's 
Weekly, New York. Dow, Jones & 
Co., a subsidiary, publishes the Wall 
Street Journal and operates the Dow, 
Jones ticker service. 

Mr. Bancroft became president of 
the Financial Press Company in 1928 
ou the death of his father-in-law, 
Clarence W. Barron, having previ- 
ously been secretary of Dow, Jones 
& Co. 

He had been a partner in a Boston 
law firm and banker prior to enter- 
ing the publishing field through the 
influence of his father-in-law, who 
sought Mr. Bancroft’s aid in expand- 
ing and developing his properties 
after he married Miss Jane Wallis 
Waldron Barron in 1907. 


Founded “Barron’s Weekly” 


The expansion with which Mr. 
Bancroft had the most to do was the 
founding of Barron’s Weekly in 1921. 
Under his editorial direction the 
publication quickly became an im- 
portant factor in the financial field, 
and is well known everywhere be- 
cause it is so frequently quoted. 

One of Mr. Bancroft’s last public 
engagements was to address the As- 
sociation of National Advertisers last 
November. At that time he was 
tremendously interested in a move- 
ment to cut the costs of government 
and was encouraged to find that sup- 
port was rallying to his cause. 

He told the advertising men that 
their biggest single competitor was 
government, and drove the fact home 
with the statement that govern- 
mental expenses were then taking 
one-third the national income, or 
$15,000,000,000 a year. 

Mr. Bancroft was regarded as 
one of the youngest of the old-school 
publishers. His interests were lim- 
ited almost entirely to the editorial 
department, and he looked upon the 
business end chiefly as a convenient 
source of revenue for expanding edi- 
torial services. 

He is believed to have had as 
many influential friends and ac- 
quaintances as any man of his time, 
a circumstance which brought him 
many offers to engage in promising 
ventures in publishing and other 
fields to which he turned a deaf ear. 
Neither did it seem ever to occur to 
him to lend the force of his recom- 
mendation in the soliciting of busi- 
ness for his own publications. 


Did Much Writing 


He did not confine his editorial 
work to frequent contributions but 
wrote the specifications for nearly 
every issue of the New York pub- 
lications. He was also the author 
of two important legal works. 

As an editorial director of finan- 
cial publications in the turbulent 
days since 1929 and other trying 
times, Mr. Bancroft displayed re- 
markable knowledge of the effects 
of economic forces, whereby his pub- 
lications gained enviable prestige. 
Recently, he had stressed the folly of 
attempting to control the force of 
natural laws of supply and demand. 
He was the first critic of the grain 
Stabilization board and other such 
schemes to change economic condi- 
tions through artificial means. 

Mr. Bancroft was graduated from 
Harvard at 17, received his master’s 
degree the following year and then 
spent three years in the law school, 
graduating in 1901. 

The aristocratic Bancroft family is 


one of the small group to which Bos- 


ton newspapers refer as “the rowing 
families of Harvard.” Mr. Bancroft’s 
father had been captain of the fam- 
ous crew of 1879, and Mr. Bancroft 
sat in the varsity shell for three 
years, the third year as stroke. 


Also carrying out a family tradi- 
tion, Mr. Bancroft as a young man 
was interested for many years in 
military matters. His father was a 
major general in the Massachusetts 
National Guard, and Mr. Bancroft 
served on his staff. At the time of 
the Spanish-American war, he held 
the rank of first lieutenant, and 
reached the rank of major general in 
the militia before retiring in 1901. 

Guy Bancroft, a younger brother, 
and Hugh Bancroft, Jr., his son, were 
associated with Mr. Bancroft in his 
publishing enterprises. 
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Offers Radio Daily 


To introduce its latest innovation, 
Perma-Grip, the Pro-phy-lac-tic Brush 
Company, Florence, Mass., is con- 
ducting a contest for the best jingle 
containing the word Perma-Grip. A 
Scott radio will be given every week 
day until Dec. 15. 


Chuarchill-Hall Moves 


Churchill- Hall, Inc., New York 
agency, will move Monday to new of- 
fices at 200 Madison Ave. The tele- 
phone number will be changed to 
Ashland 4-5571. 


Marketers to Meet 
The American Marketing Society 
will hold an all-day conference at the 
Hotel Roosevelt, New York, Oct. 26 
to discuss marketing problems under 
the recovery act. 


Gardner with “Parents’”’ 


The Parents’ Magazine, New York, 
has appointed Samuel A. Gardner 
New England advertising manager. 
Mr. Gardner, who formerly repre- 
sented Liberty in the same territory, 
will have his office at 80 Boylston 
St., Boston. 


Guthrie Dies Suddenly 


Amos W. Guthrie, 55, former ad- 
vertising manager of the Cincinnati 
Commerial Tribune, died suddenly at 
Long Beach, Calif., last week of 
heart disease. 


Barrett Is Manager 
Fred Barrett, who has been execu- 
tive on the Dodge Bros. Corporation 
account in the Detroit office of Ruth- 
rauff & Ryan, is now manager of 
that office. 


Start 900-W ord Paper 


The Language Research Com- 
mittee, with offices at New York 
University, has begun publication of 
American News, a newspaper writ- 
ten in a controlled vocabulary of 900 
words. It will be distributed in Eng- 
lish language classes for foreigners 
in New York and other cities. 


Kraft Buys Pabst 


Kraft-Phenix Cheese Corporation, 
subsidiary of National Dairy Prod- 
ucts Corporation, has acquired the 
cheese business of the Premier Pabst 
Corporation, Milwaukee. 


With Conover-Mast 
Leslie H. Allen, formerly editor of 
Electrical Record, has joined the edi- 
torial staff of the Conover-Mast Pub- 


HESE MODERN 
CHATELAINES....100, are 


KEEPERS OF THE KEYS...... 


—the keys to the family purchasing power 
in nearly a quarter of all the English- 
speaking urban homes in Canada. 


The choice of so distinctive, descriptive and 
definite a title for this magazine has contributed 
much to the remarkable success of Chatelaine— 


because it cannot be confused with any other 
magazine circulating in Canada and therefore 
it occupies a position of its own creation. 


because it indicates in a single word the whole 
art of home-making. 


defines the scope of this 


publication — “to serve the chatelaines of 
Canada with authoritative 
housekeeping, child care, beauty and fashions 
and with entertaining fiction and articles of 


information on 


In more than 200,000 Canadian homes is a 
market, assembled by Chatelaine, where the 
readers of this magazine hold the keys to the 
purchasing of many million dollars worth 


household equipment and 


supplies, clothing, health and beauty products. 
They are, at the same time, the influencing 
factor in many other items entering into the 


The use of Chatelaine by an advertiser should 
be in ratio to the importance of this market to 


A MAGAZINE FOR 


BRANCHES: 
1070 Bleury St. 


MONTREAL 
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Chatelaine, the mistress of a 
chateau, who usually wore 
the keys of the castle sus- 
pended from her girdle ; hence 
—The Keeper of the Keys. 


CANADIAN WOMEN 


919 N. Michigan Blvd. 


CHICAGO 


lications, New York. 
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NRA Seeks to 


Muzzle Press, 
Harris Avers 


Chicago, Oct. 19.—Charging that a 
complete censorship of radio broad- 
casting already exists, E. H. Harris, 
publisher of the Palladium Item, 
Richmond, Ind., told the Inland 
Daily Press Association at its open- 
ing session Tuesday that the NRA 
will be content with nothing less 
than a servile press. 


The alleged radio censorship was 
simple, Mr. Harris said, because the 
government controls the licenses to 
use the air lanes and few owners of 
such licenses care to take a chance 
on losing them. 

Inducing newspapers to bow their 
heads offers a more difficult prob- 
lem, Mr. Harris said, warning his 
audience that if freedom of the press 
becomes less than a virile reality, 
their advertising space will be worth 
no more than that on hand-bills 
which are distributed from door to 
door. 

The dispute over sections 11 and 
14 of the newspaper code—the for- 
mer reiterating the freedom of the 
press, the second concerning labor— 
has reached the deadlock stage, Mr. 


Harris asserted. In spite of the 
NRA's statements that freedom of 
the press is not an issue, it has re- 
fused to accept a code containing 
this clause, he said. 

Thunderous applause followed Mr. 
Harris’ talk, the chairman of the 
meeting commenting that “appar- 
ently he has struck a_ responsive 
chord.” 

A poll of Inland Daily Press mem- 
bers indicated that about 20 will ac- 
cept whisky advertising, while about 
30 will not. 
now decline beer advertising. 


Col. McCormick Talks 


Col. Robert R. McCormick, pub- 
lisher of the Chicago Tribune, author 
of the “free press” provision in the 
newspaper code, confirmed many of 
the statements made by Mr. Harris. 

The Inland Press Association 
adopted this resolution: 

“The freedom of the press is not 
merely the concern of the press itself, 
but primarily the concern of the 
people. The guaranty of a free press 
was written into the constitution for 
the protection of the people's liber- 
ties, and today the public welfare 
imperatively demands that such free- 
dom be maintained in its fullest 
vigor. 

“Therefore, it is not only to the 
interest of the publisher, but it is 
their duty to the public to strive to 


Ten indicated that they 


the utmost of their power to main- 
tain that liberty unimpaired and to 
protest most earnestly and solemnly 
against any action tending toward 
its curtailment. 

“We view with profound apprehen- 

sion any policy or method designed 
to abridge in anywise the constitu- 
tional guaranties of a free press, or 
which, even if not so designed might 
so operate in practice. 
“We regard the insistence of the 
|newspaper code committee upon sec- 
tions eleven and fourteen in the draft 
|of the proposed code for newspapers 
as a defense of rights absolutely vital 
to the nation at this time.” 


Reese Aopelated by 
Three Apparel Firms 


LaMode Chez Tappe, wholesale and 
retail milliners, Emma Maloof, trous- 
seau specialist, and Marcelle Julien, 
children’s clothes, all of New York, 
have appointed Thomas H. Reese & 
Co., Inc., New York. 

Class magazines, newspapers and 
direct mail will be used. 


With Wilson & Bennett 


G. D. Zuck, former advertising 
manager of Weber Costello Company, 
Chicago Heights, Ill., has been named 
advertising manager of the Wilson & 
Bennett Mfg. Company, Clearing, IIL, 
maker of steel containers for oil and 


paint. 


— ———— 
——— 


Before Contracting a te 
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SEPTEMBER ADVERTISING LINEAGE IN FARM PAPERS 


(Evelusive of Baby Chicks 


Monthlies 


Country Gentleman 
Capper’s Farmer 
Successful Farming 


—— 


, Livestock and Classified) 


Progressive Farmer & Southern Ruralist: 


I I ak WabbGedbse ee He 60 

Carolinas-Virginia Edition. 

Mississippi Valley Edition 

Georgia-Alabama Edition 
Kentucky-Tennessee Edition.... 

All Editions 
California 


Citrograph 
SE GED cia bac cae ecwns eden band 
Southern Agriculturist 
ig eee 
Western Farm Life 
Farm Journal 
Breeder’s Gazette ............. 
Wyoming Stockman-Farmer 
Arkansas Farmer 
Bureau Farmer 

Florida Grower 


Semi-Monthlies 

4 kB Sr Te Ter eee ‘ 
Oklahoma Farmer-Stockman......... 
BUT PSP NUEM ccccccccevescsc cess 
Kansas Farmer (Mail & Breeze). 
Montana Farmer 
Utah Farmer 
Arizona 


Ruralist 
Farmer 


Missouri 
Missouri 


Bi-Weeklies 

Wallaces’ Farmer 

PADEOEER DOPTROE cdc icewsvesicceness 
MORO BPO kk ccccaccceser 

Farmer & Farm, Stock & Home: 
Minnesota Edition 


Dakotas-Montana Edition ....... 


EMOR] BIGIGION ce siccccvcoveccesss 
California Cultivator 
Wisconsin Agriculturist & Farmer... 
Prairie Farmer: 

Illinois Edition 

Indiana Edition 
Dakota Farmer 
ea coe kK RRRKCS ODO KO TS 
Washington Farmer 
Oregon Farmer 
TPO TOW TOPEGP . 6c sca ceccccesveons 
Idaho Farmer 
American Agriculturist 

Local Zone Advertising.......... 
Pennsylvania Farmer 
New England Homestead............ 
Michigan Farmer 


Weeklies 
PacifiC Rural Preas.........ssesseees 
Weekly Kansas City Star: 
Missouri Edition 
Kansas Edition 
Arkansas-Oklahoma 
Capper’s Weekly 
Semi-Weekly Farm News: 
Tuesday Edition 
Friday Edition 
Dairymen’s League News......++++:> 


ee 


*Not received. 


& Iowa Homestead.... 


1933 Issues 1932 Issues 

. 19,119 12,797 

cone oe 10,888 

+. 13,834 9,050 

ch ie edhe 12,962 6,338 

12,914 6,645 

11,280 5,538 

11,237 6,763 

10,428 5,083 

9,807 4,726 

eee re 10,846 12,011 

eke eaKS 10,157 8,309 

ioeu 9,031 4,818 

rere rT 5,710 3,993 

hewkh es 3,964 4,146 

5 esas 3,948 4,097 

bake 3,291 3,330 
cere 2,943 2,587 ‘a 
cx heeae s 2,432 2,954 2 
1,981 ; 1,510 : 

Cesnver Pues es 6,650 

rrr 13,871 9,428 

rae eees 10,943 8,738 

TeTeri re 8,981 5,063 

8,737 8,693 

aes 7,289 4,932 

TET CTT 6,939 3,492 

chesiaen 6,800 7,165 

cendenes 6,625 5,726 

Coe tenes 6,474 7,090 

errr eo 6,221 5,564 
23,832 } 9,553 2 
26.282 ees 15,837 H 9,682 2 
iteesan 5,498 i es 
eee rT 15,569 iy 8,579 2 
kw eitiid 11,308 ; 6,709 2 
errr rrr 3,052 3 eeee in 
(fener dd 14,592 3 14,693 4 
ees 13,339 i 8,262 2 
sonrgnde 12,785 3 10,630 2 
cRhewn ee 10,322 3 6,941 2 
nee HER 11,707 3 8,422 2 
erercT tT 10,862 3 5,517 2 
babes oon 10,798 3 11,578 5 
net eed 10,653 3 10,532 5 
errr es 10,443 3 6,800 4 
rere 10,016 3 9,689 5 
sane sees 9,960 3 6,323 2 
eee rT 5,006 3 5,917 2 
raed eae 9,882 3 7,184 2 
Terres. 7,576 3 5,445 2 
oedess to 6,891 3 5,225 2 
sab hee ee 21,987 5 15,884 4 
sew ew ned 15,154 4 14,401 4 
wrrery 14,279 4 14,449 4 
errr rn 11,654 4 14,457 4 
veer aes 6,698 5 4,256 4 
ines sees 5,394 4 1,479 4 
Terre rr 2,975 5 3,278 5 
eee Te. 1,872 4 1,525 5 


—National Advertising Records, publshed by 


The 


Advertising Record Company. 


G. F. BUILDING 
INTEREST IN 
BYRD PROGRAM 


Newspaper Campaign to Aid 
Antarctic Broadcasts 


New York, Oct. 19.—A _ country- 
wide newspaper campaign starting 
Nov. 18 will be used by General 
Foods, Inc., to build an audience for 
a series of chain broadcasts originat- 
ing with Admiral Richard E. Byrd’s 
second South Pole expedition. The 
appearance of the newspaper copy 
will coincide with the start of the 
radio feature, which will be spon- 
sored by Grape-Nuts. 

General Foods is the second large 
advertiser to tie-up with the expedi- 
tion. Tide Water Oil Company, 
which supplied petroleum products, 
was the first. 

The Grape-Nuts program will be 
the first actual voice broadcasting 
from the Antarctic. On the first ex- 
pedition, news was radioed from 
Little America in code, translated and 
then broadcast. The New York Times, 
and not an advertiser, beat the coun- 
try in flashing Admiral Byrd’s suc- 
cessful flight over the pole. 


Much Promotion 


Grape-Nuts has named Charles 
Murphy, one time advertising man- 
ager of Fred S. French Company and 
more recently press association news 
man, to plan, write and produce the 
programs from the Antarctic. 

Promotional material includes a 
decorative map of the Antarctic in 


full color, to be offered for return of 


package tops, and window and coun- 
ter displays for program tie-ups be. 
ing distributed by salesmen. General 
Foods will also assist dealers in 
building special displays, preparing 
handbill and newspaper advertising 
and developing other local merchan- 
dising plans. Work will be done 
among teachers to acquaint them 
with the program aims and its his- 
torical significance. 

Possible dramatic opportunities of 
the program include news of the 
hoped-for discovery of a new conti- 
nent near the South Pole larger than 
United States, the claiming of the 
country and_ perhaps, President 
Roosevelt's acceptance of the new 
land. 

Tide Water Oil Company, in its 
tie-up with the Byrd expedition, is 
sending a 22-year old aviation stu- 
dent with the exploration party. He 
is forming a club of high school 
youths who will be given charts and 
maps by Tide Water on which they 
may trace Byrd’s progress, aided by 
a weekly news and adventure letter 
from the Byrd base. 


Uses Newspaper 
Preparing for repeal, the J. S. 
Waterman Company, New Orleans, 
used a half page in the Item adver- 
tising whiskey, wine, champagne and 


liquors. This was the first liquor 
advertising in New Orleans since 
prohibition. 


Pettingell in West 


W. C. Pettingell, who has been 
with Tide Water Oil Company since 
1920, has been appointed western 
representative of Chek-Chart Cor- 
poration, Chicago. He will cover 
Washington, Oregon and California. 


Appoints B. B. D. O. 


Advertising of Remington Arms 
Company, Bridgeport, Conn., has 
been placed with Batten, Barton, 
Durstine & Osborn, Inc. 
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STANDARDS OF 
MERCHANDISING 
GET EMPHASIS 


Newspaper Executives Antici- 
pate Rate Increases 


Chicago, Oct. 19.--“‘The Standards 
of Merchandising Practice for News- 
papers” adopted by the Newspaper 
Advertising Executives Association, 
Inc., in 1921, and later endorsed by 
the Four A’s and non-Four A’s 
agencies, was reiterated by the 
N. A. E. A. today in response to the 
numerous demands for widely differ- 
ing service received by members of 
the organization. 

A committee appointed by Frank 
E. Tripp, of the Gannett Newspapers, 
reported that the code laid down a 
dozen years ago still covers the sit- 
uation. 

Equally significant was the action 
taken by the Newspaper Advertising 
Executives Association in anticipat- 
ing an advance in advertising rates 
by appointing a committee to draft 
a standard clause which will make it 
possible for newspapers to put the 
possible increase into effect with all 
advertisers on due notice. This com- 
mittee will make its report later. 


Standards of Practice 


The Standards of Merchandising 
Practice for Newspapers read as fol- 
lows: 

“Newspapers conducting service 
and merchandising departments 
should assist advertisers in every 
legitimate manner to make their 
campaigns successful. 

“The legitimate functions of a 
merchandising and service depart- 
ment are: 

“1. To study the local market and 
trade territory and be able to re- 
port intelligently thereon for both 
local and national advertisers. 

“2. To furnish such information 
for prospective advertisers and to 
make market investigations which 
may be general in scope and applica- 
ble to many accounts, but to insist 
that the identity of the proposed ad- 
vertiser be made known before re- 
porting information compiled on a 
specific line. 

“3. To endeavor to educate the 
dealer in better merchandising meth- 
ods and to insist that advertised 
goods be furnished customers rather 
than ‘just as good’ substitutes. 

“4. To encourage adequate mer- 
chandising by supplying data, maps 
and route lists to the trade for use 
of salesmen of the manufacturer or 
advertiser who has made a bona fide 
contract for advertising space. 

“5. To decline requests for serv- 
ice that are clearly not within the 
province of a newspaper, such as sell- 
ing goods or other canvassing, or the 
Payment of bills for printing and 
postage of letters, broadsides, etc.” 

Among recent demands for service 
reported by members of the associa- 
tion were the following: 

An automobile manufacturer sent 
portfolios of publicity matter to 
hewspapers, with requests that they 
use as much as possible in their 
reading columns and advise the ad- 
vertiser of the amount used. 

A drug advertiser requested four 
photostatic copies of advertisements 
inserted by him. 

An agency for a food advertiser 
demanded that his advertisement of 
1,500 lines be the only one on the 
Page. 

An agency for a refrigerator ac- 


- count asked newspapers to call on 


dealers handling competitive lines, 
as well as his own outlets; also to 
make 100 telephone calls on con- 
sumer names selected at random and 
get the answers to a list of questions 
of interest to the advertiser. 


Expands Field 


Starting with the October issue, 
Beer Merchandising, published by 


Atlas Publishing Company, New 
York, will be known as Beer, Wine 
€ Liquor Merchandising. 


Typographers to Get 
“Low Down” on Code 


A complete report on the graphic 
arts code, as it affects advertising 
typographers, will be a feature of 
the annual meeting of Advertising 
Typographers of America, which 
will be held at the Palmer House, 
Chicago, Oct. 24-27. 

EK. M. Diamont and Albert Abra- 
hams, president and secretary, re- 
spectively, of the association, will re- 
port on their progress in submitting 
a supplemental code for the interests 
represented by the association. 


Publisher Dies 


John K. Valha, president of the 
Denni Hlasatel, Chicago, Bohemian 
daily newspaper, died Oct. 18 at his 
_ in Berwyn, IIL, at the age of 
61. 


Bloomingdale’s 
NRA Copy Wins 
Wide Acclaim 


New York, Oct. 19.—Success of 
two special page advertisements pre- 
senting aims and accomplishments 
of the National Recovery Adminis- 
tration to date has led Blooming- 
dale’s, department store, to make 
tentative plans for additional adver- 
tisements of this kind next month. 

The advertising department has 
been swamped with congratulatory 
letters and orders for reprints, some 
for reproduction purposes. Supplies 
of 1,000 reprints on newsprint and 


1,000 on coated stock were obtained 
for each advertisement, in addition 
to all available return papers from 
the newspaper plants. 

Letters on the most recent of the 
two, entitled “Who's afraid of the 
big bad wolf?”, were largely from 
the trade seeking copies for repro- 
duction. The first, making a com- 
parison favorable to the NRA on 
men’s shirts under the blue eagle 
and before, brought a deluge of 
laudatory messages. 

Variations of the advertisements, 
particularly the first, are appearing 
over signatures of stores and other 
business houses throughout’ the 
country, clippings received here re- 
veal. Bloomingdale’s granted per- 
mission to do this in a footnote 
printed in the advertisements. 


A majority of these reproductions 
correspond to the original. Others 
use the original art work with a 
change in copy, and vice versa. 
Some firms changed both copy and 
art work but held to the general 
theme and layout. 

Both advertisements were created 
by Karl F. Egge, the store’s public- 
ity director and ‘member of the pub- 
licity committee of the sales promo- 
tion division of the National Retail 
Dry Goods Association. 


Vince Is Advertising 
Vince Laboratories, New York, 
Vincemouth wash, has appointed 
Cecil, Warwick & Cecil, Inc., and is 
doing its first national advertising, 
using radio and newspaper program 


announcements. 


There Is Only One 


There is only one hospital journal whose editorial service has 
been marked by such real leadership and practical value as to 
win recognition for its notable contributions to the progress of 


the field. 
That journal is HOSPITAL MANAGEMENT. 


There is only one hospital publication whose editorial appeal 
and circulation alike are concentrated upon the administrators 
—the buying power of the field. 


That publication is HOSPITAL MANAGEMENT. 


There is only one magazine in the hospital field whose edi- 
torial and publishing standards are indicated by membership in 
the Associated Business Papers, Inc. 


That magazine is HOSPITAL MANAGEMENT. 


There is only one medium in the hospital field which demon- 
strates coverage of the primary hospital market—the A. C. S. 
‘approved list"—to the extent of over 80 per cent of bed 
capacity, by actual count. 


That medium is HOSPITAL MANAGEMENT. * 


There is only one hospital journal which has been published 
for more than sixteen years without change of ownership or man- 
agement, which has never surrendered its independence, and 
which has never been optioned, merged or subjected to outside 
influence or control. 


And that journal, too, is HOSPITAL MANAGEMENT. 
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ADVERTISING AGE 


October 


21, 


Buys Philley System 

George F. Olendorf, Springfield, 
Mo., head of the Olendorf Company, 
has bought the interests of the late 
Clarence U. Philley in the Philley 
System, outdoor advertising plant. 


BEST SELLERS 


Free Books 


30a Year. By the best guess of 
librarians, average Americans do not 
read more than 4 books a year. But 
a survey by The Des Moines Regis- 
ter and Tribune revealed that read- 
ers of that newspaper average, in its 
columns alone, more than 30 books 
a year, mostly timely best sellers, 
published in serial form. Most lit- 
erate of states, Iowa not only can 
but does read more. Editors guessed 
that even average Bostonians read 
less than these 230,000 subscribers 
in Iowa. 


Scoop. Last week The Register 
and Tribune published the 6th in- 
stallment of Laurence Stallings’ 
book of war pictures “The First 
World War.” Each of the 12 in- 
stallments fills a 4 page supplement 
to the regular Sunday rotogravure 
section, best read (Gallup Survey) 
of The Des Moines Sunday Regis- 
ter, a lucky break for roto advertis- 
ers. The serialized pictures won 
kudos from campus, church and 
army. 


First. Of all newspapers in the 
land The Des Moines Register and 
Tribune was first to reprint “The 
First World War,” almost as soon 
as the $3.50 volume hit the book 
stores. 


War. Other war books reprinted 
by The Des Moines Register and 
Tribune include Pershing’s “Mem- 
oirs” ; Remarque’s “All Quiet on the 
Western Front”; “Mata Hari”; 
“American Black Chamber” and 
“Generals Die in Bed.” On its book 
list also were Warden Lawes’ “20,000 
Years in Sing Sing” and Spivak’s 
“Georgia Nigger,” aimed at socio- 
logical reforms. 


Travel. At the head of its travel 
and adventure reprints are Lind- 
bergh’s “We,” Byrd's “Skyward,” 
Frank Buck's 2 books of animal 
tales and Ding’s “My Trip to Rus- 
sia.” Phil Stong’s “State Fair” and 
“Stranger’s Return” were promptly 
reprinted because they, like Herbert 
Quick’s “Vandermark’s Folly,” bear 
on life in Iowa. Neither trashy nor 
highbrow is the general fiction list 
of The Register and Tribune, which 


includes Kathleen Norris, Vicki 
Baum and other best sellers. 
New Deal. Already The Reg- 


ister and Tribune has printed two 
excellent biographies of President 
Roosevelt in its columns; one of 
them by his mother. 


Epilog. It does not require a 
high-domed book critic to realize 
that The Des Moines Register and 
Tribune’s readers, more than 230,000 
strong, whose wide reading is a clue 
to their intelligence, education, good 
taste and superior spending power, 
form a No. 1 prospective market for 
advertisers. 


WORLD'S FAIR MOVIES . 


“NATURE-BUILDER OF TEETH” 
featured in the 
Dental Exhibit in 
A Hall of Science. 


ees 
“STORY OF ANAESTHETIC ETHER” 
running continuously 


in the Exhibit of the 
Mallinckrodt Chem- 


ical Works. Hall of 
Science. ~ ~ = 
eee 


These and other notable films in 
the field of Health Education 
created - produced-exhibited by 


PROGRESS FILMCO. 


Morris A. Epstein, Manaving Dir. 
telephone Superior 5601 


Wrigley Bidg., Chicago 


MESSAGES LONG ABSENT APPEAR IN NEWSPAPERS AS DAY OF REPEAL DRAWS NEARER 
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Arvrer Reveat 


HICAGO DRUG CORNER, INC. 
+ Mmmm bar Wimee aod \ pears. 


W. Corner Clart ond Medison Streets 


Telephone OfArborn 1128 


tion. 


Typical advertisements of distillers and importers which have appeared in rr in numerous cities throughout the country within the 


past week. The statement of policy of National Distillers, at the right, is particularly notable for its appeal for temperance and modera- 


COPY DELUGE IS 
PREDICTED FOR 
WHISKEY, WINES 


Headache Cures Also See 
New Opportunity 


New York, Oct. 19.—A glimpse of 
the tortuous pathway liquor adver- 
tisers are likely to tread after repeal 
was revealed in the first advertise- 
ment of the National Distillers Prod- 
ucts Corporation this week, which 
pledged “strict observance not merely 
of legal requirements, but of moral 
obligation as well.” 

Other liquor advertising news of 
the week included naming of a num- 
ber of agencies and an executive ap- 
pointment. 

Prepared by Erwin, Wasey & Co., 
Inc., the 1,800 line copy of National 
Distillers appeared in about 100 
newspapers in 22 states. These 
papers were selected because the 
states wherein they circulate are the 
only ones so far voting repeal to 
have established machinery, or to be 
setting up such machinery, which 
will permit immediate distribution 
of liquor after the 36th state has 
ratified repeal. 

The purpose of the advertisement 
and those to follow, said officials, is 
to let the public know that they feel 
the full weight of their moral re- 
sponsibility and to prove that alco- 
holic beverages may be used without 
abuse by the American people. 
“We have taken the position that 
we won't be in business long if we 
don’t conduct ourselves as_ gentle- 
men,” said they. “We therefore ex- 
pect to go beyond the legal to the 
moral issue.” 


Use Conciliatory Copy 


This initial copy sets a pattern for 
other National Distillers’ advertise- 
ments and is especially important be- 
cause it sets forth the policy of one 
of the country’s two largest liquor 
firms. The organization has seven 
distilleries and controls 200 brands, 
including Old Taylor and Old Crow. 
“The American people are not vot- 
ing liquor in, but Prohibition owt,” 
the copy said, noting past and possi- 
ble future abuses associated with 
liquor consumption. It stressed the 


company’s stand for moderation and 


temperance and requested that the 
public cooperate “by using your new 
freedom wisely and temperately.” 

Initial copy did not discuss it, but 
in a statement given the press by 
Seton Porter, president, just before 
the advertisement appeared, consid- 
eration was given another problem, 
that of selling the public on blends. 
This will be necessary to make the 
supply of aged liquor fill the ex- 
pected demand. 

Preparation of consumer cam- 
paigns is still some weeks off for 
most of the large liquor advertisers. 
The Roosevelt order banning until 
repeal further imports after arrival 
of those already on high seas de- 
layed the preparatory work of some 
advertisers. This of course did not 
affect domestic companies, whose 
opportunity thereby was improved. 

Mel Meyers, for some time adver- 
tising and publicity director of the 
Bowman- Biltmore hotels, was ap- 
pointed sales manager of the New 
York metropolitan hotel division of 
the North American Continental Cor- 
poration. Joseph Katz Company has 
been appointed advertising agency, 
though the company plans no con- 
sumer advertising until the exact 
methods of liquor distribution have 
been decided. 


The North American Continental 
Corporation is exclusive agent for 
several European wine and spirits 
producers, among which are Delbeck, 
M. Cinzano, Collin-Bourisset and 
Lucien-Fourcauld. 

United Advertising Agency has 
been appointed by Stuart Briton & 
Co., Inc., for Sandy Macnab Scotch 
whiskey and other imported wines 
and liquors. First advertising ap- 
pears in the Oct. 21 issue of Time 
and The New Yorker. Other adver- 
tising has been scheduled for maga- 
zines and newspapers when condi- 
tions permit. 

Jackson Williams & Co., importer 
of wines and liquors, ran its first ad- 
vertisement, an “if and when” price 
list, in the New York Times. It also 
will appear in Boston and Baltimore. 
Plans for national advertising are 
being held in abeyance until ruling 
regarding imports and advertising 
are clarified. Andrew Cone Agency 
has the account. 

W. J. Darion has opened offices for 
Bacardi rum in the Chrysler Build- 
ing. Advertising plans have not been 
formulated. 

W. B. L. Distributing Company, 
another importer of champagnes and 
whiskey, has placed a number of 
small advertisements in the west 
and southwest. Its advertising is di- 
rected by the Andrew Cone Agency. 

Tillier-Thompson, Inc., in 500-line 


copy in the New York Times and the 
New York Herald Tribune stressed 
the legitimacy of post-repeal liquor 
trade, stating that “with repeal, fine 
wines and liquors become a com- 
modity similar to any other high 
grade merchandise.” Its liquor agen- 
cies were announced and message 
given the wholesale trade. 

The same copy was scheduled to 
run simultaneously or as soon as 
possible in the Chicago Tribune, Chi- 
cago Evening American, San Fran- 
cisco Chronicle, Los Angeles Exami- 
ner, Los Angeles Herald & Express, 
Boston Herald-Traveler, Philadel- 
phia Ledger, St. Louis Post-Dispatch, 
and New Orleans Times-Picayune. 
Blaker Advertising Agency is han- 
dling the Tillier account. 

Goggi Brothers, New York, will re- 
peat its announcement of Bosca 
Italian champagnes, which appeared 
in the New York Times this week, in 
other cities during the coming week. 
This advertisement was probably the 
first to employ a large illustration 
showing bottle and label. 

Aside from liquor firms, other com- 
panies last week joined the liquor 
advertising parade. Childs Restau- 
rants placed a beer, wine and cock- 
tail list on their tables. The New 
York Mirror depicted seven famous 
old liquors in an advertisement of a 
series of articles to appear on the 
“13-year Prohibition Jag and Its 
Hangover.” 

Chas. H. Phillips Chemical Com- 
pany apparently beat other manufac- 
turers of proprietary products to 
bidding for after-party headache re- 
moving business in a strip advertise- 
ment of 560 lines. Copy did not 
specifically mention Phillips Milk of 
Magnesia as a liquor headache cure 
in so many words, but implied such 
use in recommending it for “too 
much party,” ete. Illustrations deli- 
cately developed this theme. 


Has Medicine Line 


Advertising of Dr. D. R. Parsons, 
Huntington, W. Va.,_ proprietary 
medicines, has been placed with 
Campbell-Sanford Advertising Com- 
pany, Cleveland. 


Stannard Transferred 


W. C. Stannard, for seven years 
account executive in the Vancouver 
office of McConnell & Fergusson, 
mon has been transferred to Mont- 
real, 


Walberg in New Post 


C. E. Walberg, formerly with Wm. 
H. Rankin Company, New York, and 
Williams & Cunnyngham, Chicago, 
has joined Freeze-Vogel-Crawford, 
Milwaukee, as vice-president. 


Vapex Takes o | 
New Tack With 
Cold Sufferers 


New York, Oct. 19.—That frank- 
ness in medical copy does not weaken 
the sales story is the principle fol- 
lowed by E. Fougera & Co., Inc., dis- 
tributor of Vapex, in its new cam- 
paign on the cold relief product. 

The theme behind the campaign is 
that the best ‘vay to cure a cold is 
to go to bed, but to get relief during 
the course of one’s cold, Vapex should 
be used. 

In following it, the company has 
taken the stand of some doctors, who 
feel that because the cold germ has 
never been isolated and hence its 
nature is undetermined, the best 
treatment is to recommend that the 
patient go to bed. 

Copy begins its work on the poten- 
tial customer and cold sufferer who 
cannot go to bed, or who seeks re- 
lief from the discomfort of a cold 
during the natural course of the ail- 
ment. Heading of an advertisement 
shortly to appear, to illustrate the 
handling, reads “when I cannot go 
to bed . . . watch how I fool a cold.” 

It then develops the method, which 
is to sprinkle Vapex on a handker- 
chief and snuff it. It is not claimed 
or inferred that Vapex “cures” colds, 
but merely that in bed or out, the 
product helps by taking away the 
misery. 

The campaign started this week 
will be expanded gradually to na- 
tional proportions, employing. news- 
papers and magazines. Tests are in 
progress in several cities to ascer- 
tain the most suitable methods of 
expressing this theme. 

Size of the copy is variable, de 
pending upon the space required to 
deliver the individual message in 
each insertion. Small, Kleppner & 
Seiffer, Inc., advertising agency, is 
directing newspaper and magazine 
advertising activities of the co- 
pany. 


Dunham Has Agency 


The John H. Dunham Company, 
formerly a leading Chicago agency, 
has been revived by Mr. Dunham. 
Offices are at 333 N. Michigan Ave. 
Chicago. 


Names Farrell 


William J. Delaney, Inc., represent- 
ing the Newsstand Fiction Unit, has 
appointed Thomas W. Farrell, 180 
North Michigan Ave., 
representative. 


as Chicago 
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ADVERTISING AGE 


Suggested A. B. C. 
Rules Changes Fail 
To Win Acceptance 


(Continued from Page 1) 


Howard W. Stodghill, Lowisville 
Courier-Journal and Times, was re- 
elected a director representing the 
newspaper division for two years. 
Ww. K. Gaylord, Oklahoman and 
Times, Oklahoma City, was elected 
for a two-year term, succeeding John 
Cowles, Des Moines Register and 
Tribune. 

Advertisers Elect 


S. R. Latshaw, Butterick Publish- 
ing Company, New York, was re- 
elected a director for the magazine 
division for two years. 


In the advertiser division new di- 
rectors chosen were Franklin Bell, 
H. J. Heinz Company, Pittsburgh, 
Pa.; G. Ray Schaeffer, Marshall Field 
& Co., Chicago. They succeded W. A. 
James, Hudson Motor Car Company, 
Detroit, and Guy C. Smith, Libby, 
McNeill & Libby, Chicago. Other 
directors were re-elected as follows: 
Stanley E. Baldwin, Willard Stor- 
age Battery Company, Cleveland; F. 
R. Davis, General Electric Company, 
Schenectady, N. Y.; T. F. Driscoll, 
Armour & Co., Chicago; Grafton B. 
Perkins, Lever Bros. Company, Cam- 
bridge, Mass., and P. L. Thompson, 
Western Electric Company, New 
York. 

E. R. Shaw, Power Plant Engineer- 
ing, Chicago, was re-elected a direc- 
tor for two years, representing the 
business paper division. 

The resolutions presented by the 
resolutions committee, of which F.C. 
Kendall, Advertising & Selling, was 
chairman, dealt with several contro- 
versial subjects, most of them of in- 
terest chiefly to business papers. A 
proposal to rescind the rule requir- 
ing uniform occupation analysis of 
business papers in the same field 
was defeated through the adoption of 
a resolution to continue the present 
requirement. The proposal to sepa- 
rate the occupational analysis of as- 
sociation and term subscriptions in 
bulk, which was defeated in the busi- 
ness paper division, was referred by 
resolution to the board of directors. 

Other resolutions adopted were as 
follows: 

“In view of the importance of se- 
curing increasing cooperation, the 
board of directors is requested to 
continue its study of ways and means 
by which this may be accomplished 
with mutual material benefit. 


Use of “Free” Allowed 


“Inasmuch as the rules of the 
bureau prescribe that a subscription 
for which the subscriber has paid at 
least 50 per cent of the regular price 
shall be considered as paid, we con- 
cur in the ruling of the board on the 
question of the use of the word free 
in a subscription offer. 

“Arrearages shall be shown on all 
publications’ statements as at 
present. 

“The proposed plan of universal 
outside investigations is impractical 
at this time, because of its prohibi- 
tive cost. 

“The selection of the date of the 
single issue for analysis shall be left 
optional with the publisher, as at 
present.” 

The following subjects were re- 
ferred to the board of directors: 

Methods of further safeguarding 
the sale of subscriptions by subscrip- 
tion agency solicitors; the cancella- 
tion of the 10 per cent rebate on 
dues, suggested in order to increase 
the salaries of auditors and to pro- 
vide for a promotion campaign; the 
analysis of unpaid distribution of 
business papers in the occupational 
analysis paragraph. 

Resolutions of thanks to Presi- 
dent Thomson, O. C. Harn, manag- 
ing director, and the retiring direc- 
tors were also unanimously adopted. 


General Session 
The opening general session of 
the convention, held Thursday morn- 
ing, was featured by the report of 
President Thomson, a very frank ad- 
dress by Stuart Peabody, president 


of the Association of National Ad- 
vertisers which is reported elsewhere 
in this issue, and a brief talk by W. 
C. D’Arcy, president, D’Arcy Adver- 
tising Company, St. Louis, and chair- 
man of the board, American Asso- 
ciation of Advertising Agencies. 

Mr. Thomson made an earnest plea 
for the elimination of the ten per 
cent rebate on dues which members 
are now securing, and the use of 
this money in replacing the ten per 
cent cuts which members of the 
A.B.C. staff were forced to take some 
time ago. He also strongly urged a 
promotion campaign for the Bureau, 
to further sell buyers on the value 
of the A.B.C, trade mark. 


The net loss in membership of the 
Bureau during the past year has been 
106, against 112 a year ago, Mr. 
Thomson revealed. The total mem- 
bership at the close of the last fiscal 
year was 1,732, divided as follows: 

National advertisers, 112; local ad- 
vertisers, 26; advertising agencies, 
123; newspapers, 981; weekly news- 
papers, 33; magazines, 168; farm pa- 
pers, 57; business papers, 232. 


Applications Increase 


“It is encouraging to note that ap- 
plications received during August, 
the last month of the fiscal year, far 
exceeded the resignations for the 
month in the total dues represented. 
This is the first month in a long pe- 
riod that this has happened,” Mr. 
Thomson said. 


He pointed out that language and 
political difficulties in Latin Amer- 
ican countries have combined to 
make the A.B.C.’s experiment in 
auditing circulations there difficult. 
“It is my personal feeling that the 
Bureau should withdraw from the 
Latin American field,” he said. 


Mr. Thomson’s report pointed out 
that the voluntary plan of issuing 
interim statements recently adopted 
by the board has not proven wholly 
successful, but suggested that it is 
yet too early to attempt any real ap- 
praisal of the service. 

The dues structure of the A.B.C. 
came in for considerable discussion 
in the president’s report. Calling 
the present structure obsolete, he 
pointed out that the highest bracket 
for newspaper dues is based on cir- 
culation of 200,000 or over, and the 
highest bracket for magazine dues is 
based on a circulation of 500,000. 


Asks New Structure 


Higher brackets should be set up, 
Mr. Thomson asserted, so that pub- 
lishers’ dues will more nearly meet 
the cost of making their audits. Dues 
for agency members should likewise 
be put on a sliding scale based on 
volume of business, he contended, 
while dues in the advertiser classi- 
fication should be reduced, inasmuch 
as advertisers receive little direct 
benefit from the Bureau, and “in 
the last analysis they already pay 
the cost of the Bureau’s operation.” 

Other subjects touched upon in 
Mr. Thomson’s report included the 
matter of an advisory committee for 
smaller newspapers, the need for a 
solution of the vexing problem of re- 
tail trading areas, and the growth of 
the audited circulation idea, as evi- 
denced by efforts to measure the cir- 
culation of outdoor and radio adver- 
tising. 

In accordance with long standing 
custom, Thursday afternoon was 
given over to departmental sessions, 
advertisers, agencies, newspapers, 
magazines, farm papers, and business 
papers each threshing out problems 
of particular interest to their group 
in separate meetings. 


Trading Areas Discussed 


A highlight of the newspaper meet- 
ing was a discussion of the report 
of the special committee on retail 
trading areas, which developed much 
debate, but resulted in little action. 
It was finally decided to submit cop- 
ies of the committee’s report to all 
newspaper members of the Bureau, 


so that more careful study could be 
given to the suggestions in the re- 
port. 

The report, which was prepared by 
Messrs. Cowles and Stodghill, news- 
paper members of the A.B.C. board, 
in conjunction with T. F. Driscoll, 
Armour & Co., and Donald Douglas, 
Quaker Oats Company, suggested two 
methods of classifying circulation, 
but emphasized that both methods 
were put forward merely as sugges- 
tions. 


Two Methods Suggested 


The first method would be to show 
circulation within the corporate lim- 
its of the city of publication; the 
circulation within the county of pub- 
lication; then in each contiguous 
county, and finally in all counties 
within a radius of 100 miles in which 
the total circulation of all papers in 
the city gives at least five per cent 
coverage. 

The alternate suggestion was even 
more simple. It provided for show- 
ing circulation with the corporate 
city limits, together with the circula- 
tion, by counties, of every county in 
which the paper has circulation. 

Proposals for the establishment of 
an advisory committee for smaller 
newspapers, for the cancellation of 
the present ten per cent rebate on 
dues, and all other proposals on the 
agenda, were passed over without 
definite action. 


Business Papers Debate 


The business paper divisional meet- 
ing, presided over by Mason Britton, 
McGraw-Hill Publishing Company, 
was enlivened by debates on two sub- 
jects regarding which there had been 
considerable advance discussion on 
the part of advocates and opponents. 

The first, proposing that bulk and 
association subscriptions be given a 
separate occupational analysis, was 
sponsored by R. B. Luchars, Indus- 
trial Press, New York, while the op- 
position was led by D. J. Hansen, 
Domestic Engineering, Chicago. Mr. 
Luchars contended that failure to 
segregate the analysis of these two 
classifications of circulation omits 
germane facts, while Mr. Hansen as- 
serted that there is no demand for 
this information from either adver- 
tisers or agents. The proposal was 
voted down. 

The next was a resolution to re- 
scind the rule making uniform oc- 
cupational classifications for papers 
in the same field mandatory. E. R. 
Shaw, Power Plant Engineering, Chi- 
cago urged that this action to taken, 
asserting that differences in the edi- 
torial character of publications pro- 
duce varying types of circulation, and 
that the publisher should have the 
right to establish his own classifica- 
tions. 

Paul B. West, managing director of 
the A.N.A., appeared in opposition to 
the suggestion, and presented the re- 
sults of a questionnaire which 
showed that members of that organ- 
ization are in favor of uniform clas- 
sifications. 

Fred R. Davis, General Electric 
Company, read a resolution adopted 
by the Technical Publicity Associa- 
tion of New York at its Oct. 10 meet- 
ing, which urged that occupational 
classifications be uniform. Mr. Davis, 
while emphasizing the importance of 
personality and character in publica- 
tions, also favored uniformity as an 
aid to the space buyer. 


Referred to Board 


A committee of the directors of 
the A.B.C., it was pointed out, is now 
working on the subject, with a view 
to possible changes in the rule re 
garding uniformity, and the division 
finally voted to refer the resolution 
to this committee, composed of Wil- 
liam A. Hart, duPont; Ralph Starr 
Butler, General Foods Corporation, 
and Mr. Davis. 

The division also took action ad- 
verse to a proposal to include an 
analysis of business paper circula- 
tions by counties. 

After considerable debate, a pro 
posal to recommend a change in the 
rules regarding agency subscriptions, 
requiring the publisher to receive at 
least 30 per cent of the advertised 
subscription price, was adopted. The 
present rule requires the subscriber 
to pay at least 50 per cent, but does 
not cover the amount received by the 
publisher. 

E. R. Shaw, Power Plant Engineer- 


ing, was unanimously re-elected a di- 
rector representing the business 
press. He begins his tenth consecu- 
tive two-year term. 


S. R. Latshaw, Butterick Publish- 
ing Company, New York, addressed 
a joint meeting of the farm paper 
and magazine divisions and de- 
scribed the efforts which are now 
being made to obtain a code for the 
graphic arts industry, including the 
periodical publishing field. 


Chase Comes to 
Housewives’ Aid 


With New Line 


New York, Oct. 19.—In recognition 
of the trend toward economical en- 
tertaining in the home brought on 
by lean years, Chase Brass & Copper 
Company, Waterbury, Conn., is intro- 
ducing a new line of table ware for 
informal buffet suppers with copy in 
national magazines. Full color pages 
are being used, beginning with Oc- 
tober issues. 


Magazines receiving copy are 
Vogue, House and Garden, Home and 
Field, Good Housekeeping, American 
Home and the New Yorker. With 
every electric buffet server, a four- 
casserole unit which is really the 
hub of the chromium supper group, 
purchasers will receive a booklet by 
Emily Post telling how to serve a 
buffet supper. Readers can also ob- 
tain the booklet with a coupon in 
advertisements. 


Smartness Stressed 


Smartness of informal entertaining 
is stressed in the copy along with 
the economy appeal. The selling ef- 
fort is directed toward everybody 
who entertains, particularly those 
who formerly dined eight or ten 
guests but who must now seek jolly 
times at a fraction of former costs. 

Niches in the remodeled entrance 
hall of the New York showrooms 
contain exact duplicates of settings 
used in photographing illustrations 
for national copy. Visiting mer.- 
chants in this way are shown tie-up 
possibilities. The finished advertise- 
ments also appear in these displays. 


Club Offers Courses 


The Davenport, Ia., Advertisers’ 
Club is offering free night courses 
in advertising at the Chamber of 
Commerce. More than 400 have en- 
rolled for the course. 


Bullard With Goodwin 


Rockwood N. Bullard, former 
western sales manager of the Detroit 
Steel Products Company, Fenestra 
windows, has joined the Goodwin 
Corporation, Chicago agency. 


Hearst Men Shift 


Walter J. Merrill, of the general 
advertising department of the Hearst 
Newspapers, New York, and Franklin 
W. Wheeler, advertising director of 
the Washington, D. C., Herald, have 
exchanged positions. 


They won't know 
unless you tell 
them— 


You haven't been standing still— 
you have been improving your 
products and services. Architects 
are ready for everything that will 
help them do a better job. 

read and use Architecture as an 
authority on building trends. We 
have checked the activity of our 
readers. They are busy. 


ARCHITECTURE 


PUBLISHERS 


Charles Scribner's Sons 
FIFTH AVENUE AT 48TH STREET 


New York—Also Chicago, Cleveland, 
Boston, Pittsburgh, San Francisco, Los 
Angeles 


Omaha 


ttsthe 


WORLD-HERALD 


On every basis, The World-Herald leads 
in Omaha. Home-Delivered Circulation 
. . . Reader Interest . . . Advertising 


Linage... RESULTS! 


Delivered to 8 of Every 10 
Omaha Homes by Carrier 


45% more Omaha home-delivered circu- 


lation than the second paper. Of 54,603 


families in Omaha, The World-Herald 
That's almost a record 


reaches 42,833. 
for complete coverage. 


For a test ad—or a full schedule—select 
FIRST, The World-Herald. 


Fist * 


CIRCULATION 
Local, National and 
Classified ADVERTISING 


O'MARA & ORMSBEE, Inc. 
National Representatives 
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Baur Buys Brewery 


The Terre Haute Brewing Company 
has been purchased by Oscar Baur, 
one of the organizers of the Liquid 
Carbonic Gas Company, Chicago, and 
a national advertising campaign will 
soon get under way. 


Morgan Joins Agency 


Ray R. Morgan has resigned as 
vice-president of Earnshaw - Young, 
Inc., Los Angeles, to become vice- 
president of Bowman, Deute, Cum- 
mings. 


Union Rubber Appoints 


Wilson and Bristol, New York, 
have been appointed to handle the 
advertising of rubber cement and 
cleaner by the Union Rubber and As- 
bestos Company, Trenton, N. J. 


A Complete Publication Data 
File will be furnished on 
request. 


Penton Bidg. Cleveland 


N ever 
Alarmed 


While the last three years have wrought 
havoc in many industries the baking in- 
dustry was Never Really Alarmed. Baking 
is a necessity-producing industry, and 
people still eat the staff of life. 


Reach the buying power in this second 
largest of all food industries through 
BAKERS’ HELPER. This publication is 
subscribed for strictly on its merits, never 
with premiums. Census figures show that 
7,775 bakers do 90.6% of the business. 
Reach these industry leaders through 
BAKERS’ HELPER. 


Send for a copy of “Baking Industry 
Facts and Figures.” 


MJ 


BAKERSHELPER 


"R MAGAZINE / BAKERY PRACTICE = MANAGEMENT 


Helping Bakers Since 1887 


330 South Wells Street 
Chicago, Illinois 


need this! 
écono-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 
Write or phone us for Samples 

and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 
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A NEW TRIO MAKES ITS BOW 


TO OLD MAN DEPRESSION WEVE GIVEN THE AIR 
WE HAVEN'T A WORRY, WE HAVEN'T A CARE fe 


ts 


WE'RE BACK TO GOOD EATING - AND WHATS BETTER YET 
WE'RE BACK TO GOOD BAKING-WE'VE GoT CALUMET! 


Newspaper copy in selected markets for Calumet baking powder 


goes in for verse and unconventional illustrations. 


‘EXPOSITION OF 
PROGRESS TOBE 
STAGED BY FORD 


Detroit, Mich., Oct. 19.—Stealing a 
march on the National Automobile 
Chamber of Commerce’s Auto Shows 
scheduled for the first of the year, 
Ford Motor Company will present in 
Convention Hall here, starting Satur- 
day and continuing for a week, the 
“National Ford Exposition of Prog- 
ress.” 

Described as “a pageant of the 
part science and industry have 
played in the advances achieved in 
motor car building since the advent 
of the first automobile,” the exhibi- 
tion, according to advance press re- 
leases, will have as participants 175 
industries other than that repre- 
sented’ by Ford. 


The show will picture the vast 
ramifications of the motor ear in- 
dustry and how, by demands upon 
hundreds of other manufacturers as 
well as the laboratories of chemists, 
metallurgists, electrical engineers 
and other scientists the manufacture 
ot motor cars has become in reality 
a “home town” industry in scores 
of cities and towns throughout the 
country. 


Thousands of school children are 
expected to visit Convention Hall 
during the week of the exposition. 
Prizes totalling $1,100 are to be 
awarded for the best compositions by 
students on things that interest them 
among the exhibits, while other 
prizes will go to the schools repre- 
sented by winners. 


In the center of the exhibition will 
be a replica of the historic one-story 
brick workshop where Henry Ford 
built his first motor car back in 1893. 
The first car as well as the lathe, 
drill press and other tools from that 
famous first workshop will be moved 
to the exhibit for display. 

Hard by will be Mr. Ford’s collec- 
tion of historic motor cars depicting 
the progress of motor car transpor- 
tation down to the present. All 
around the pageant the sputter of 
giant welding machines, the whirr of 
machinery, the rumble of conveyors 
and the clanking of heavy presses in 
operation will add to the realistic 
atmosphere of the exposition. 

Among the other important exhibi- 
tors will be Briggs Manufacturing 
Company, Murray Corporation of 
America, United States Tire Com- 
pany, Firestone Tire & Rubber Com- 


pany and Standard Oil Company. 


Ease Rules ‘on 
Advertising of 
New Securities 


Washington, D. C., Oct. 18.—The 
Federal Trade Commission last 
week end announced a new and im- 
portant rule for newspaper and 
periodical advertisements under the 
1933 securities act for the class of 
securities registered on the commis- 
sion’s form A-1. 

The purpose of the new rule is to 
afford a practical method of adver- 
tising securities registered under the 
new law, the commission said, while 
at the same time safeguarding in- 
vestors from erroneous impressions, 
due to failure to receive complete 
information. 

As worked out, the new regula- 
tions are the result of consultation 
by the commission with the Ameri- 
can Newspaper Publishers’ Associa- 
tion, many of whose members have 
contended that existing regulations 
under the act made the advertising 
of securities well-nigh impossible. 

With a view to the limitations of 
advertising space, the commission 
announcement said, the rule permits 
the omission of certain material re- 
quired in the prospectus and allows 
what is printed to be condensed and 
arranged in any order. 

The investor must be protected, 
however, by including the names 
and addresses of persons from whom 
the complete prospectus can be ob- 
tained, a copy of which must still be 
furnished to any purchaser before 
he buys. Reprints and proofs of ad- 
vertisements cannot be used. 


Does Not Apply to Old Issues 


The rule applies only to the ad- 
vertising of securities which are 
registered under the new securities 
act or should be registered there- 
under. 

Those securities which were sold 
or offered before July 27 of this year 
—the date when registrations were 
first required—may, therefore, con- 
tinue to be advertised in any form, 
subject only to the limitations of 
Sections 12 (2) and 17, imposing 
civil and criminal liability for ma- 
terial misstatements and omissions. 

The rule is expected to result in 
a freer flow of advertising of secur- 
ity issues than at any time since the 
new securities act became effective. 
It is also believed here that the new 
regulations will do much to stem 
the rising tide of criticism to which 
the securities act is being subjected. 

The American Newspaper Pub- 
lishers’ Association in the confer- 
ences with the trade commission 
was represented by Elisha Hanson 
and Harold L. Cross, its attorneys. 


Create Group 
To Scan Unfair 
Trade Methods 


Washington, D. C., Oct. 19.—A 
Committee on Unfair Trade Prac- 
tices in Production and Distribution 
has been appointed by Gerard 
Swope, chairman of the business ad- 
visory and planning council for the 
Department of Commerce. 

Headed by Lincoln Filene, Boston 
department store magnate, the com- 
mittee will organize an attack on 
the economic waste resulting from 
unfair trade practices. 


Harmful to Consumer 


Mr. Filene said that unfair busi- 
ness practices are of two kinds— 
those that occur between competi- 
tors and those that take place be- 
tween buyer and seller. The com- 
mittee will first study the latter 
type. 

Special attention will be given to 
the effects of unfair trade practices 
upon the consuming public. Mr. Fi- 
lene said that the cost of these 
practices not only constitutes a dis- 
turbing influence in industry, but is 
ultimately passed on to the con- 
sumer or is reflected in lower wages 
to labor. 

“Many of these practices,” he 
commented, “exist because of an ap- 
peal to the consumer based on econ- 
omy, when in reality they impose a 
heavy and unnecessary burden on 
both the public and business.” 


— 
es, 


Starr with Erwin, Wasey 


Graham Starr, recently associateg 
with Young & Rubicam, and before 
that with N. W. Ayer & Son, hag 
joined Erwin, Wasey & Co., New 
York, in an executive capacity. 


Gibson to Castle Films 


Roy Gibson, formerly associated 
with Butterick, Condé Nast and 
Scripps-Howard, has joined Castle 
Films, New York, as assistant to 
Eugene W. Castle. 


lLLusTRATE anad 
—and double its 
pulling power, 
"Illustrate" radio 
inthedealer's 
store or window— 
and watch the 
sales curve mount! 


2 
EINSON-FREEMAN CO.,; INC. 


THOGRAPHERS 


store display 


adverpising 


—————— ————— 
STARR & BORDEN AVES. LONG ISLAND CITY, NEW YORK 


zation. 


an additional volume. 


of our staff know of this offer. 


A Rare Opportunity 
for 
Advertising Agency Man 


To reliable man controlling a sufficient volume of high grade busi- 
ness, we offer an unusual opportunity to establish himself perma- 
nently, with stock interest, as an executive member of our organi- 


We are an old established Chicago agency with complete recogni- 
tion, well financed and of high credit standing. 


Each year throughout the depression we have maintained a complete 
organization to serve the interests of our clients and made money. 
We can, with little increase in overhead, satisfactorily service quite 


To the right man, we offer an executive position with salary or com- 
mission commensurate with volume he controls——And will immedi- 
ately set aside a liberal amount of stock to be handed him without 
cost, together with all accrued dividends, when he has demonstrated 
his ability to add a satisfactory amount of business. 


This is a bona fide offer made by a group of hard working, experi- 
enced agency men who seek another one of their kind. All members 
Address in strict confidence 


Box 395, ADVERTISING AGE 
537 S. Dearborn St., Chicago 


Start to 


NEW BUSINESS 
EXECUTIVE 


Exceptional record, back- 
ground and experience. 
Increase your goodwill, 
prestige and volume, by 


using my Concentration 
Campaign NOW. 


Your Sales NOW 


S.R. O. °/o Advertising Age 
330 West 42nd Street 
New York City 
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Ken Dyke Talks 
to Women’s Club 


Making his first public appearance 
gince joining Colgate-Palmolive-Peet 
Company as general advertising 
manager, Ken Dyke told Women’s 
Advertising Club of Chicago Oct. 17 
that every one who expects to stay 
in advertising during the next five 
years Will be forced to pay more and 
more attention to testing advertis- 
ing, both before and after use. 

Clara, Lu and Em, Super-Suds 
radio stars, were present at the 
meeting. 


Fisher Is Promoted 
by McGraw-Hill 


A. W. Fisher, Detroit manager, 
McGraw-Hill Publishing Company, 
has been promoted to sales manager 
of mining papers, with headquarters 
in New York. Court Waite has been 
transferred from the St. Louis office 
of the company to Detroit. 


THE 
MISSING 
LINK 


How often a carefully 
worked out advertising 
program has failed be- 
cause the most import- 
ant link was overlooked. 


Your prospects have 
read and heard your 
advertising again and 
again and are sold on 
your product. 


Remind them! at the 
point of purchase by 
putting your advertising 
before them when they 
go out to shop. 


We specialize in Point 
of Purchase advertisin 
—road signs and genera 
posting up to eight 
sheets in size and are 
organized in over 500 
cities in the U.S. A. No 
matter what the posting 
job is we are equipped 
to handle it. 


Let us tell you how 
we can increase sales 
for you. 


5, 


ASSOCIATED 
ADVERTISING 


COMPANY 


500 No. Dearborn Street 
Chicago, Illinois 


Always a good 
Investment .. 


nt is always 4 good 
particularly so 
PRUITT re- 


Office equipme 
investment and Ri 
vhen you can & , r 
vnanufactured office machines — 
a “new” guarantee at appre A 
mately half the cost of simula 


new equipment. 


i t to pub- 
ial values of interes 
saan and advertising agencies. 


We ship everywhere. 


Pruitt, Inc. 
| 190 N. La Salle St., Chicago 
Please send FREE CATALOG. 


| Name 


A. & P. TAKING 
“FRESH COFFEE” 
BULL BY HORNS 


Should Be Ground Just Before 
Use, Copy Says 


New York, Oct. 19.—Point of pur- 
chase advertising now being distrib- 
uted to the 16,000 stores of the Great 
Atlantic & Pacific Tea Company re- 
veals that the company is prepared 
to adopt drastic measures to under- 
mine the claims of other leading cof- 
fee advertisers in an effort to show 


consumers what coffee freshness 
really means. 
Newspaper advertising released 


last week was reservedly controver- 
sial in the argument that the utmost 
in coffee freshness can be obtained 
only when the coffee is freshly 
ground at the time of purchase. A 
hint of what might be amplified later 
was contained in the lead line of the 
text, “By real freshness in coffee we 
mean natural freshness—not ‘pre- 
served’ freshness.” 

More than one step further was 
taken in the preparation of a chart 
tracing a loss-of-freshness curve dis- 
tributed to retail salesmen for use 
on the selling front. Scientific re- 
search proves, says the chart, that 
coffee ground immediately after proc- 
essing and packed in tins, even 
vacuum cans, loses 32 per cent of its 
original flavor in 10 days, whereas 
unground coffee is robbed of only 10 
per cent of its flavor in the 10 days 
after roasting. 


Sharp Conflict 


These statements conflict sharply 
with the advertising claims of a host 
of coffee roasters, especially those 
of Chase & Sanborn and Del Monte. 
Utilizing all its advertising advan- 
tages, A. & P. also points out that 
other roasters of nationally adver- 
tised brands cannot control distri- 
bution of their products so as to 
place them in consumers’ hands at 
the time the coffee is ground. 

Rumors of campaigns designed to 
educate consumers to the superiority 
of freshly ground coffee, or coffee 
ground in the home as it is used, 
have agitated coffee circles for more 
than a year, but the start of the of- 
fensive was not expected from this 
quarter. Whether the A. & P. will 
later elaborate on the theme by call- 
ing attention to mother’s or grand- 
mother’s ideas on the subject could 
not be learned. 

Investigation did reveal, however, 
that the advertiser and its agency, 
Calkins & Holden, Inc., convinced 
they have a fruitful argument, are 
planning to advertise aggressively 
until the message is driven home. 

The newspaper campaign, involv- 
ing 300 papers from coast to coast, 
is projected indefinitely. Space runs 
from a few 600-line advertisements 
to the preferred size of 1,200 lines, 
with insertions weekly. 

Sprinkled liberally over the entire 
country are 24-sheet posters, and the 
full capacity of outlets to handle win- 
dow and counter displays has been 
supplied. There is also a consumer 
leaflet picturing the brands and tell- 
ing how to make good coffee. 

Customary methods are used in 
placing the newspaper advertising, 
which is ordered and serviced by the 
company’s 49 division offices. Plates 
supplied have price blanks morticed 
out. 

The start of the campaign this 
month was timed to coincide with 
the introduction of three new “fam- 
ily” packages for the company’s 
three brands of coffee, which were 
also designed by Calkins & Holden, 
Ine. 


Morrell Has Agency 


John Morrell & Co., Ottumwa, Ia., 
and Sioux Falls, S. D., meat packers, 
have placed their account with 
Henri, Hurst & McDonald, Chicago. 
Plans for 1934 advertising are now 
being formulated. 


LESSONS IN HISTORY 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $ 


POSITIONS WANTED 
ADVERTISING MANAGER of ma- 
ture experience desires any position 
at any salary. Box 403, ADVERTISING 
AcE, Chicago. 


Palmer in Chicago 


A. Ward Palmer, Jr., formerly sec- 
retary of Stevens, Palmer and Ste- 
vens, Inc., Grand Rapids, Mich., has 
joined the staff of Reincke-Ellis- 
Younggreen & Finn, Chicago. 


Gydesen Is Manager 


Ansgar Gydesen has been made 
manager of the Minneapolis branch 
of the American Type Founders Sales 
Corporation, succeeding E. A. Hough, 
resigned. 


Chappel Bros. have launched a 
new newspaper series in which An- 
gus and Buddy "look at the rec- 
ord" to present interesting facts 
about dogs. and incidentally to 
point out that horse meat has al- 
ways been considered the ideal 
dog food. 


Share of Gift 
Trade Sought 
By Kelvinator 


Detroit, Mich., Oct. 19.—Deter- 
mined to get its share of the gift 
business, Kelvinator Corporation 


will conduct this year a whirlwind 
Christmas sales campaign, built 
around a letter writing contest, first 
announcements of which will appear 
in mid-November issues cf national 
publications. 

The contest will be open to house- 
wives, and the subject for the let. 
ters will be “Why I Want a Kelvi- 
nator for Christmas.” First prize 
will be the choice of any refrigera- 
tor in the entire line of the com- 
pany’s products. Twenty-four other 
national prizes— all Kelvinator 
household models—will be awarded 
for other letters. 

The drive will be announced to 
the trade via a heavy business pub- 
lication schedule, and the trade will 
supplement the national campaign 
to consumers by local use of direct 
mail, newspapers, radio and point- 
of-purchase advertising. 

Every contest entrant will get 
from the Kelvinator salesman who 
contacts her during the campaign a 
numbered envelope for mailing pur- 
poses, these envelopes assuring 
proper credit to the salesman whose 
prospects are among the prize win- 
ners. The 25 salesmen who con- 
tacted the prize winners will receive 
cash bonuses of equal value to the 
prize. 


Close Check-Up Maintained 


A provision to the effect that if 
any prize winner has purchased a 
Kelvinator during the campaign she 
will be given the model she ordered, 
will, it is believed, furnish an added 
impetus to salesmen to “step up” 
prospects into the higher price 
brackets. 

A close connection between the 
contest and the retail sales activity 
has been set up in order to gather 
sales control data during the cam- 
paign. Every salesman must keep 
a record of his calls for contest 
checking purposes and these daily 
call records will be sent to the De- 
troit factory headquarters. This 
will furnish the home office with 
such information as number of sales- 
men on the streets by outlets, num- 
ber of retail calls daily by outlets, 
total national manpower, and total 
number of retail calls during the 
campaign. 

Brooke, Smith & French, Inc., De- 
troit agency, is in charge. 


YOUR CATALOGUE 
ON PERMANENT FILE 


and always immediately accessible 
in 13,000 active offices of archi- 
tects, engineers and general con- 
tractors. This is the objective at- 
tained by the Sweet's plan, In- 
dividually-bound copies (preprints 
or reprints) may be had at mod- 
erate cost. Sweet's Service takes - 
care of every catalogue need for 
building product manufacturers. 


SWEET’S CATALOGUE SERVICE 
Division of F.W. Dodge Corporation 
119 WEST 40th STREET, NEW YORK 


Sunset Expands 
Sunset System, San Antonio, Tex., 
outdoor advertising organization, 
has purchased Texas Outdoor Sign 
Company of that city. 


Ny 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
Mi A Ml eA A Bie AR A A 


3,396,309 
100% 
VOLUNTARY 
PROSPECTS 


of which 1,626,203 
d The 


HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Director 
New York 


Market Surveys 


—in Memphis and the Mid- 
South made to aid you in get- 


ting better advertising results. 
Write. Outline your problems. 
Write us 
for facts Ransom & Ransom 
today. Memphis, Tenn. 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 
Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
_ Chicago. 


a 


$1 a Year ..52 Issues 


USE THE COUPON 


ee pre gee ee ee ee ee ee ee en eee eee en eer ee es en ee 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 
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ADVERTISING AGE 


October 21, 19% 


PHOTOGRAPHIC & 


REVIEW OF THE 
WEEK 


BANKS JOIN IN HUGE NEW YORK POSTING 


It gave many advertising men who believe banks should advertise 

both cooperatively and individually a feeling of satisfaction to see 

this display go up last week at Fifth Ave. and 42nd St., New York. 
The panel contains |,665 square feet. 


| 


How Purity Bread's radio program looks when it goes on the air from 
the stage at the ~ in New York, where it is a regular thrice-weekly 
eature. (Story on page 17.) 


TIRELESS LADY TELLS GRAPHIC STORY FOR OZITE CUSHIONS 


ONLY GENUINE | 
OZITE RUG CUSHION © 
offers these all-important features 
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Carpet Company to tell its story convincingly, an 
displays in the stores of many f 


BETTER THAN THE KIND THAT "MOTHER USED TO BAKE" 


ae Me ee. 


October outdoor poster for Ward Baking Company, New York. Bromiley-Ross, Inc., is the agency. 


HAS BUSY WEEK 


we pt EN CL LE LN AS OIE: 


WHAT HAPPENS IF WE DO FILL IT IN? 


That Real Maple 
Sugar Flavor 


‘\ 
~ rs 
Law Mt ee ween <7 


A DAMOZEL FRESH FROM SEATTLE 
STAMPEDED A HERD OF WILD CATTLE 
ENERGY ED GRABBED A HOOF 

THREW THE BULL THROUGH A ROOF 


(Fak on rt LAST LINE VOURSELE = ~ gust ron run ) 


O. C. Harn, managing director, 
A. B. C., whose work was highly 
commended at the annual meeting. 


KING OF DIAMONDS 


NO TROUBLE AT ALL 
WONDERFUL) wise You see 1 EAT 
YOU ARE! | pLenty oF 0 


THIS SYRUP GIVES ENERGY QUICKLY 


oped your man drown his pancakes in Ver- 
mont Maid Syrup! It has that rich real 
maple sugar flavor he ivves. It gives energy, 
not fat, and makes pancakes non-fattening. 
Turns their food values into energy, too. 
Vermont Maid is blended of caneand maple # 
sugars right in the maple sugar country, in 
Burlington, Vermont. Get a jug today. Penick 
& Ford, Ltd., Inc., Burlington, Vermont. 


A Blend of Cane and Maple Sugars 


i Dé A juG Less 
THAN EVER BEFORE 


Newspaper copy like this, as well as national magazine copy for Vem 
mont Maid maple syrup contains a jingle with the last line missing 
while a note suggests that the reader "fill in the last line yourself 

just for fun." . 


(Left) Harry M. Frost Company, Boston, has released a New Engla | 
campaign y Dawson's Diamond Ale, which makes use of the king ¢ 
diamonds as a trade mark. 


HOW SILVER DUST INDUCES IMMEDIATE ACTION} 


Swen oust”)! FREE TOWELM 


NEW PRICE 0 BE WITHDRAWN! | 


D  peshogacererl ahead sed pouyeetags rey otc orl 


ment regulation bas forced the price of the Silver Dust 
towel away up. The cost of manufacturing Silver Dust has THE great increase in cost of the Silver Dust towel 
also increased. Therefore we God it necessary to ask an ia- makes it impossible for us to continue giving them 
creased price for two boxes of Silver Dust with the towel, away with every purchase of two boxes of Silver 

stores that formally sold the Patex towel at 6 
fot $1.00 now sell only 5 for $1.00. Much as we regret the Dust. As soon as your grocer’s supply of towels is 
pecessity for increasing our price, it could aot be avoided. gone, there will be no more. Therefore, if you want 

But evea at the new price you will find that two boxes of . 

Silver Dust with the towel is still a tremendous bargaia. To to get any more towels, now is the time to buy. We 
buy a single towel will cost you 28¢ in leading departmeat Suggest getting @ full case of Silver Dust with a 
sores. That means 2 bores of Silver Dust and the towel is a dosen towels while your grocer still has them. Don't 


58¢ value which you get for 35¢ or less. So if you want the 
soap that makes dish washing quick and easy and the towel 
that dries dishes faster, order Silver Dust today. 


put it off. Don’t delay. The towels will soon be gone. 


This robot lady, a direct outcome of the Ozite display at the world's fair, has made it possible for Clinton 

d incidentally has enabled the company to secure window 
ealers who ordinarily find it difficult to present Ozite's story in attractive 
manner. Earle Ludgin, Inc., Chicago, is the Clinton agency. 


Two pieces of newspaper copy for Silver Dust, which indicate thej 
manner in which the company succeeds in impressing the reader withl 
the need for taking advantage of a special deal at once. Thes@ 

advertisements appeared in Pennsylvania papers. 
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